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Case hardened spring shackle —5 tumbler cylin- 


der—200 key changes which comply with Under- 


writers’ requirements—2 nickel plated brass keys 
furnished —keyed alike to order but cannot be 


MchKINNEY 


CYLINDER 
PADLOCKS 


Polished Chrome Finish 


Packed in individual boxes 
with two keys 


Ww 


Made in 3 Sizes— 
For All Uses 


Size Consumer 

No. Inches Price 
7001 1% $1.00 each 
7002 1% 1.25 each 
7003 2 1.50 each 


master keyed— Packed two ways: in counter dis- 
play carton containing 6 padlocks, one size, 
and counter display carton containing 12 pad- 
locks, 4 No. 7001, 6 No. 7002, 2 No. 7003. 


MecKINNEY MFG. CO.. PITTSBURGH, PA. | 
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PIPE THREADING TOOLS ae 


No question good display 
creates business. Pipe fitters 

and other customers coming 

into your place for other 
needs... will see the Green- 
field Adjustable Stocks and 
Dies on your counter. They 
know Greenfield Tools . . . have 
confidence in them . . . and the 
colorful counter display will be 
the necessary reminder in many 
instances to increase their pur- 
chases. 


You have attractive color... good 
display . . . easy cutting qualities 
... accurate threads ... and long 
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life... to sell with Greenfield Ad- 
justable Pipe Stocks and Die Sets. 


And they are part of a broad line 
of fine tools which command the 
admiration and confidence of 
mechanics in many fields. 


The Greenfield line of small tools 
is a profitable one on which to 
concentrate. 





GREENFIELD, 


NEW YORK: 15 Warren St. 


CHICAGO: 611 W. Washington Blvd. 
DETROIT: 228 Congress St., W. 


CANADIAN PLANT: 


Greenfield Tap & Die Corp. of Canada, Ltd. 


Galt, Ontario 


H. A. Aug. 1, 1929 








Street, New York, N. Y., 


HARDWARE AGE, with which is combined HARDWARE DEALERS’ MAGAZINE, published weekly by the IRON AGE PUBLISHING CO., 289 West 39th 
U. 8S. A. Entered ag second class matter May 22, 1913, at the Post Office at New York, under the Act of March 8, 1879. 
(Printed in U. 8. A.) $3.00 per year. Single copies 25c each. Vol. 124, No. 5 
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Every Handle Individually — 


Each shovel, spade and scoop in the 
Ames line leaves the factory care- 
fully protected against wear, dirt and 
damage. The entire handle from grip 
to blade is wrapped in tough mois- 
ture resisting paper. 










Further Protected by Outside 
Wrapping 

Nested in bundles of six they are 

securely tied together by a special 

machine. A tough outer covering is 

then placed over the handles and 

also the blades, giving additional 


protection. 



















Every shovel, spade or scoop in the Ames line 
arrives in good, clean, bright condition. This is 
but one of the many exclusive Ames features 
that will help you sell more shovels. 


MORE 


AMES SHOVELS 


are USED than any other kind 


The complete “All Star” Ames line includes the genuine 
g O. Ames Four Star, the Ames 3 Star, the Ames 2 Star, to 
: meet every need. You will profit best if you “look for the 
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stars” on every shovel you buy. 








G ont «? Pa oon 5 
: AMES SHOVEL AND TOOL COMPANY 
3 NORTH EASTON «<> MASSACHUSETTS 
: ST. LOUIS, MISSOURI - ~ - ANDERSON, INDIANA : 
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The illustration above shows the Hercules No. 1923 Screen Side Canopy Top 
Express Body for mounting behind Chevrolet Cab on Utility 142 Ton Truck. 


APPEARANCE 


Hercules Better Business Bodies are better built 
. .. from better raw materials . .. and they actu- 
ally show these fundamental superiorities in an 
obviously better appearance. And this better 
appearance has a tangible prestige-building value 
to the firm that regards its delivery units as 
advertisements as well as trucks. 


This superiority in design and appearance is one 
of the reasons why more Hercules Better Bus- 
iness Bodies are purchased in a year than any 
other one make in all the world. And because 
Hercules bodies are volume produced at a low 
per unit cost, they come to you at an amaz 
ingly low price! 


There is a Hercules distributor in your locality 
who will gladly show a body to fit your haul- 
age needs—from the 1929 64-page color catalog 
of over fifty body styles. 


Specify a Hercules body on your next truck 


HERCULES PRODUCTS, INc. 





EVANSVILLE, IND., U.S.A. 


TheWorld’s Largest Builder of BETTER BUSINESS BODIES— Distributors Everywhere 
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These are Steady Sellers 


Day after day, year in and year out, 
more buyers are walking into hardware 
stores and asking for ARMSTRONG 
Wrenches. The demand for these 
tools is not a momentary thing. It has 
been built thru over a quarter of a 
century of satisfaction to wrench users 
and years of national advertising and 
co-operation with dealers and jobbers. 


Armstrong Drop Forged wrenches are 
made in over 30 styles—wrenches for 
every purpose. Design and proportions 
are based upon practical knowledge of 
wrench requirements. They are forged 
from selected steel which has great 
stiffness and great tensile strength— 
accurately milled and ‘furnished in 
black enamel with heads ground 
bright. Each is a fine tool—perfectly 
balanced. 


Armstrong wrenches are sold singly 
or in convenient sets made up for gen- 
eral or specific uses. 

For the true mechanic, the man who 
takes pride in his tools — ARM- 


STRONG - VANADIUM Wrenches. 
These new wrenches are the finest 
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Beautiful Display Boards are fur- 
nished free with original stock orders 
of either ARMSTRONG or ARM- 
STRONG-VANADIUM Wrenches. 
Catalogs, effective mailing prices and 
other dealers helps are abundantly 
supplied to dealers. 







This Mark Is Known to Tool 
Buyers Everywhere 


made. They areless bulky — yet 
STRONGER than any others. 


They are longer and much thinner 
with long, narrow jaws that will take 
a firm grip where other wrenches can- 
not reach. They have lines, balance 
and finish (nickel over copper) that 
the true tool lover cannot pass by. 
Their great strength in proportion to 
their weight results from excellence in 
design, the new material — Chrome 
Vanadium Steel—and our heat treat- 
ing process. They are guaranteed not 
to break or spread. 


These wrenches have great sales pos- 
sibilities and should be prominently 
displayed and shown to every wrench 
customer. Made in three (3) types— 
Engineers Double Head, “S” and ex- 
tra long and thin Tappet wrenches. 
Also in sets in Leatherette Rolls. 


Write today for catalog B-27 


ARMSTRONG BROS. TOOL CO. 


The Tool Holder People 
314 N. FRANCISCO AVE., CHICAGO 





















HARDWARE AGE for AUGUST I, 1929 





"3 Pe: oun 4 


“Professor Gendioc 


et eeeneesnescecccnsenecscsenseesees «*» MAIL COUPON FOR BOOKLET 


A most important member of the faculty is Professor 


vor Growing girls at college get more out of his 


courses than they do out of Greek, geometry, and golf. 
Professor Goodfood’s laboratory is aluminum-equipped. 
Smith, Sweet Briar, and many other noted women’s colleges 
cook in aluminum utensils. They use aluminum, some of them 
exclusively, because it does such good cooking and—thanks to 
its imperviousness to food acids—such healthful cooking too. 
The home kitchen needs these good gifts of aluminum. And the 
durability and economy of aluminum, and the ease with which 
it may be kept silvery bright, are added virtues which the thrifty 
housewife will consider in selecting the foundation equipment of 
her kitchen. . 


The best cooks use aluminum. 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush St., Chicago 


Please send booklet,‘’The Precious Metal of the Kitchen,”’ to address written below 





| 
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Aluminum— 


the choice of 
college cooks! 


The Aluminum Wares As- 
sociation, in its nation-wide 
advertising, stresses this fact 
—to help you sell more 
aluminum ware 


“Cooking like Mother’s” does 
not mean so much any more for 
cooking is different nowadays. 
Daughter learns how to cook scien- 
tifically at college. She knows all 
about carbohydrates and vitamins 
and balanced diets. And_ she 
knows too what constitutes a good 
cooking utensil. 


The fact that Smith and Sweet 
Briar and many other noted wom- 
en’s colleges use aluminum may 
have meant little to Mother or 
Aunt Martha, but it’s mighty con- 
vincing to the present generation. 
For college women or not, millions 
of housewives today appreciate that 
these famous schools know their 
cookery. 


That’s why the Aluminum Wares 
Association, now in the third con- 
secutive year of its big advertising 
campaign, has brought out this 
convincing argument in the attrac- 
tive advertisement shown at the 
left. If aluminum is good enough 
for these experts on cooking, it is 
surely the utensil material for the 
home. 


The message goes out in the 
same impressive list of national ° 
magazines with a total circulation 
of more than 8,500,000 copies. And 
it will help your aluminum depart- 
ment mightily in increasing sales if 
you'll co-operate with the general 
effort. Your sales will show in 
proportion to the support you give 
it. 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush Street, Chicago 
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When 
customers 
hesitate — 
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Try Selling Satisfaction 


HEN a customer hesitates, how do you convince her 
that a thing is safe to buy? One method that is sure-fire 
almost every time is to tell her: “This is tested and approved 
by Good Housekeeping Institute.” Thousands of retailers i 
have told us this is one of the strongest clinchers they have. i 


For a quarter century Good Housekeeping Institute 

has been winning the public’s confidence in its Seal = g 
of Approval. People know that this Seal stands for rT _ 
tested quality—for satisfaction—for their money’s 
worth. People do not hesitate when quality and | 
satisfaction are guaranteed. Naturally merchants THis GuaRANTY 
find sales come easier. siasiaininacias Madi: 











=e 


You can turn this confidence into profits, too. 
Probably you are stocking many tested and approved 
items now. Learn what they are. Then feature them =r 
prominently. Advertise your store as the place ih sis basin sania ae i 
where tested and guaranteed satisfaction is sold. GOOD HOUSEKEEPING 


= 























Return the coupon below for a complete list of ; ! 
: FREE — Posters in color to ; 
these currently advertised guaranteed products and be used with displays of 


posters in color for your windows or counters and = guaranteed merchandise. 


Ome : < Make your store “qualit 
tell your customers that you specialize in satisfaction. headquarters.” ast 


| GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at Eighth Ave., New York City HAs-29 


Please send free window posters and list of 


| currently advertised guaranteed merchandise. i 
IN 7 Name of Store i 
| 





Street 


Everywoman’s Magazine 
57th Street at Eighth Avenue New York, N.Y. 


City & State 


Specify number of windows to be used 
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Steel Fence Posts 
American 
Steel Gates 
Protector 
Poultry Fence 
Union k 
« Poultry Fence 

anner 


Poultry Fence 
Poultry Netting 
Nails Staples 

Bar Wire 
Wire of all kinds 











: Zinc 
Insulated Fences 
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b pe advertising deals directly 
with the farmer’s problems. It 
points the way to greater profits 
through balanced farming; urges 
the farmer to consult the American 
Steel & Wire Company dealer on 
fencing problems; sends. him to 
that dealer to learn why Zinc Insu- 
lated Fences and Steel Posts will 
save him both time in labor and 
money in their longer life as com- 
pared with any cheaper kind of 
materials. 

If you are not handling Zinc In- 
sulated Fencing or our Steel Fence 
Posts, write for full details. 


American 
Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 So. La Salle St., Chicago 
30 Church St., New York 
Sales Offices in All Principal Cities 
UNITED STATES STEEL PRODUCTS CO. 
San Francisco, Los Angeles, Portland, Seattle 
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INCREASE YOUR SUMMER RANGE SALES 
eooe eo WITH FAVORITE 400 


If she entertains, she will want Favorite Deluxe Thermal 
Oven Range 400. She must look cool on the hottest days 
and that’s where the Thermal Oven sells her the Favorite. 
The heat makes only the oven hot—the kitchen remains 
moderate. 


Is she on a lodge or church committee to purchase a range? 
Here is one that hotels endorse for comfortable summer 
cooking. 

Favorite 400—truly the range for the “Four Hundred.” 
Two ovens and broiling oven—six burner cooking top—large 
utensil cabinet—everything demanded by your customers 
who want the best. 


Finish is the usual high grade, beautiful Favorite porcelain 
enamel, colored in lovely Old Ivory or Snow White. 


Summer trade is around the corner—is your stock complete 
to take care of the demand for Favorite 400? 


FAVORITE 
Stoves & Ranges 


THE FAVORITE THERMAL 
INSULATED OVEN 


In ther Favorite Thermal /Jn- 
sulated Oven are found all the 
latest ideas for efficient heat re- 
tention. An inch thick insulation 
of Impervio is used in addition 
to another inch of air space 
which completely surrounds the 
oven and broiler walls. 





The Favorite Stove and Range Company 
Piqua, Ohio 
Gentlemen: 


Without obligation on my part, send me your new 
48-page book in color describing Favorite profit-building 
Stoves, Ranges and Heaters. 
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AVE you had trouble with plane 
breakage? Lots of people have. 
In fact, dealers and users alike will 
welcome the new and advanced step 
in plane construction that has been 
taken by Millers Falls—an insurance 
against breakage that will be to your 
benefit and which you can pass on 
to your customers. 


The lever cap is where breakage 
usually occurs. Examine the thick- 
ness and width of the Millers Falls 
lever cap. You can clamp the cutter 
as tightly as you want, put almost any 
strain on this casting and it will 
stand up. 


MILLERS FALLS COMPANY 
NEW YORK: 28 Warren St. MILLERS FALLS, MASSACHUSETTS CHICAGO: 9S. Clinton St. 


Cable Address: MILLERFALL NEW YORK 


It’s a good selling point, this break- 
age insurance. It will appeal to ex- 
perienced users of,planes. But don’t 
forget the other features of the 
Millers Falls Planes—improved cut- 
ting edge requiring less grinding, 
3-point bearing of lever cap elimina- 


ting chattering, extra reinforcements 


of weaker parts. 


Have you enough stock on hand? 
Remember that the new Millers 
Falls line includes bench planes 
from 7 to 24 inches and 21 models 
of block planes. The new catalog 
gives complete descriptions. 


MILLERS FALLS 
TOOLS 
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The merchant who owns his own 





business, either wholly or itv part 





deserves the whole~hearted support 






of every fair minded manufacturer. 
h His initiative, loyalty and leader- 


ship should be rewarded - - F 


President 
Pittsburgh Steel Company 








well 
~ 
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In “Pittsburgh” products you can obtain, from 
a single source of supply, your complete re- 
quirements of fences, nails, barbed wire and 


othe r wire products ‘ 


(Pittsburgh Steel Co} 


Pittsburgh Chicago Detroit Memphis 
New York Dallas San Francisco 
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Merging Two National 
For Greater Service | 


HARDWARE DEALERS’ MAG 


Oldest Hardware Monthly 


HARDWARE AGE announces the acquisition of Hardware 
Dealers’ Magazine which will be consolidated with Hardware 


Age. 


Effective with this issue the combined publications will be issued as 


HARDWARE AGE 
with which is combined 


HARDWARE DEALERS’ MAGAZINE 


In one greater publication will be blended the circulation, editorial 
features and services of both magazines. This move is in keeping 
with the modern practice of retaining and strengthening the indi- 
vidual values of existing organizations and eliminating costly dupli- 
cation of effort and service. 


The gain to readers and advertisers is patent. —The augmented value 
per dollar of their subscription and advertising investments is obvi- 
ously substantial. 


As members of the Hardware Age Family, the subscribers and ad- 
vertisers of the Hardware Dealers’ Magazine will now participate 
in the broad service, and complete equipment of the United Business 
Publishers, Inc.; publishers of Hardware Age, Iron Age, Dry Goods 
Economist, Boot and Shoe Recorder, the Chilton Class Journal Pub- 
lications and numerous other leading business papers. 
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Hardware Publications 


and Efficiency 
AZINE wirr HARDWARE AGE 


Oldest Hardware Paper 
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OR almost three-quarters of a century Hardware Age has en- 
joyed an unimpeachable place as the leading organ of the hard- 
ware industry. 


The range and completeness of its editorial service; its numerous 
staff of editors, both resident and at focal trading centers; its intimacy 
with leaders of thought and progress in the trade equip it to serve 
hardware merchants, jobbers and manufacturers in keeping with the 
demands of profitable, intelligent merchandising. 


@ 


This dominant position will be further strengthened and entrenched 
by the addition of the enduring features of the Hardware Dealers’ 
Magazine. ° 


For the advertiser this merger assures augmented reader interest as 
a background for his sales message, the elimination of costly dupli- 
cation in circulation, the benefit of the combined trade prestige and 
traditions of the two oldest hardware papers—all welded into one 
modern vital advertising medium. . 


For the busy hardware merchant this amalgamation means greater 
economy in time and profit from his reading, greater facility in refer- 
ence, and larger value for his subscription investment. 





The amalgamation signifies greater service to the industry, amplified 
resources and a renewed impetus to greater achievement. 


HARDWARE AGE 


With which is combined 
HARDWARE DEALERS’ MAGAZINE 


239 West 39th St., New York City 
A. B. C. A unit of the United Business Publishers, Inc. A. B. P., Ine. 
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De Laval - 


the most 
profitable line 


For every dollar of invested capital the De Laval line 
of cream separators and milkers will yield greater profit 
to the dealer than anything he can handle. 


2244 





They sell easier, give better service and satisfaction 
to users, end in every way are superior to any other lines. 


2248 
They can be sold every day in the year and stocks can 
be turned rapidly—6 to 24 turnovers are not uncommon. 
a2a0¢4 
Every man who milks cows needs them and has an 
income with which to buy. 
a2a04 
Directly and indirectly the De Laval Agency can be 


made the most profitable and satisfactory line for any 
farm equipment dealer. 


Every User of 
eee BR «44 
Old Separator 
Needs a New 


De Laval 


A Size and Style 
for Every Need 
and Purse 


4 @# @ a @ 





The New De Laval 
Magnetic Milker 
A Sensational Suc- 
cess «+ Unlimited 
Sales Possibilities 


The De Laval Separator Company 


New York Chicago 


165 Broadway 600 Jackson Bivd. 


San Francisco 
61 Beale Street 
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Bethlehem Bolts 
are identified by 
an “A” on the 


head of each bolt. 


SEE UE Ra 


66 A 99 


An 


Bethlehem Bolts are made of good 
steel and have accurate, smooth-fit- 
ting threads. We have confidence in 
the ability of any Bethlehem Bolt to 
give a good account of itself wherever 
used. As a mark of that confidence 
we stamp an identifying ‘‘A”’’ on the 
head of every bolt. 


When you sell Bethlehem Bolts 
point out the “A”? on the head to 
your customers. It tells who made 
the bolt.. More than that, it is evi- 
dence that the maker has confidence 
in his product and accepts full re- 
sponsibility for it. 


There is a double benefit to the 
dealer who sells Bethlehem Bolts and 


on the head 


always means a good bolt 





Nuts. Customers realize that a store 
that sells high-grade merchandise in 
one line is a good place to go for 
quality products in other lines, too. 
Bethlehem Bolts and Nuts are a 
typical example of merchandise of 
recognized high quality which not 
only is profitable to handle but helps 
to establish the store in the custom- 
er’s mind as a place where products 
that everyone knows und recognizes 
as dependable are sold. 

BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, 
Seattle, Portland, and Honolulu. 
Bethlehem Steel Export Corporation, 
New York City 
Sole Exporter of our Commercial Products 


BETHLEHEM 


BOLTS NUTS 
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Customers 


know Starrett Tools 

are always accurate P 
and give lasting sat-. 
a 
You will profit by 
carrying a com - 

plete stock and 
displaying 















Starrett Uni- 
versal Sur- 
face Gage 
No. 257 








Starrett Vernier Cal- 
ipers No. 122 






Starrett Micro- 
meter No. 230 


= Starrett Combination 
Tool No. 439 







Starrett 
Transit 














Starrett Combination 


Seinies Me. 2 Starrett Stainless 


Steel Tape No. 520 
THE L. S. STARRETT CO. 


World’s Greatest Toolmakers 


2 Manufacturers of Hacksaws Unexcelled 
Starrett Universal Dial Steel Tapes— Standard for Accuracy 


Test Indicator No. 196 ATHOL, MASS., U S.A. OS 


VY 


f 
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No. 132 


s 


3077 
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Your jobber is ready now to quote on 
orders for the complete line of PENN- 
SYLVANIA Quality Mowers. You 


can make early delivery an assured thing 


P.S. And remember that 

by placing your order now. we are now marketing 
the complete new low- i 

priced line of 


PRIMOS Mowers, i 





PENNSYLVANIA LAWN MOWER scoala. 
WORKS ) SYLVANIA-built. 
1615-35 North 23rd Street Philadelphia, Pa. 


DENNSYLVAN 


LAWN MOWERS 
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Hardware Dealers Have 
Found New Profits! — 











OBLONG DOLLY 
Cat. No. 1004 


A practical, all 
around Dolly for gen- 
eral purpose use. Has 
three radiuses, one slight angle side, and two flat sides. Particularly 
useful on panel and fender work. No other tool just like it! 


Evansville Auto Body and 


a Responsive Market 


HE reason is evident! Every day the number of automobiles GenpRaL PURPOSE 
in this country increases. Every day there are more smash-ups, LL 

more bent fenders and dented auto bodies. Every day an increasing 

number of auto repair shops go into business. 


To do this repair work, a 
new line of tools is needed— 
and the logical man to supply 
these tools is the Hardware 
Dealer. Hundreds of dealers 


h f d thi ven 
SPRING STEEL Ml to gecater geeft. Auto. Body 
Hy d Fender Repair Tool 
BODY GPOONS Fe caw cqeeted cc centers 
; merchandise in all of the lead- 


ing hardware stores over the 
country. j 


Get Your Share 
WIDE SPOON of This Business 


Cat. No. 1028 Right in your community 
there are many garages who 


are live prospects for Evans- 

pit ville Auto Body and Fender 

- Repair Tools. We have done 

our part to help you reach 

these prospects. We have 

NARROW CROWN SPOON built the Evansville line -to 
Cat. No. 1027 satisfy the exacting needs of 

all auto body factories, re- 
pair garages, and auto service 
stations. Each tool is drop- 
forged from solid steel, cor- 


rect in every detail. 


HEEL DOLLY 
Cat. No. 1000 






DING DOLLY 
Cat. No. 1003 


It's up to you to cash in 
NARROW FLAT SPOON on this rapidly expanding 

Cat. No. 1026 market. Only a small portion 
of the items in our complete 
line is shown on this page. 
We will ship through your 
jobber—but send today for 
our illustrated catalog and 
price list. 


GENER. No 1029 fil’ EWANSVILLE TOOL WORKS, Inc. 


Forgers of Hammers, Hatchets, Axes, and Mechanics’ Tools 


EVANSVILLE INDIANA 





TOE DOLLY 
Cat. No. 1001 
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YOU CAN 


HEAR 


THE DIFFERENCE 
AND 


SEE 


THE REASON 





Finp out for yourself what people mean 
when they say that Eveready Raytheon Tubes 
give greater distance, more volume, better 
tone—try them in your own A.C. receiver! 

Then look at these tubes. See the solid, 
four-cornered glass stem, supporting four 
rigid pillars which hold the elements. This 
patented 4-Pillar construction is anchored 
at the top as well—by a stiff mica plate. 

These elements can’t be distorted by the 
jolts and jars of shipment, or by the necessary 
handling of the tubes. 

You can easily understand, now, why these 
tubes come to you, and go to the radio re- 
ceivers of your customers, in perfect condi- 
tion. They will perform as well for your cus- 
tomers as they must when we test them in 
our laboratory. They run uniform, too, and 
the A.C. heater tubes are quick acting. The 
wonderful performance of Eveready Raytheon 
Tubes means greater satisfaction for your cus 
tomers. And a minimum of replacements for 
you to bother with. 














NO OTHER TUBE IS SO 


STRONGLY 
BUILT as 











EVEREADY 


RAYTHEON 


EVE READY : 3 Loox at this exclusive 4-Pillar construction 
YTH a 0 N 22 —with its eight points of support—cross- 
: ee anchored top and bottom. No other tube can 

q Rt ? ? / ene be built like this, for it is patented! 
3 No legal troubles with Eveready Raytheons. 


U } ij ae No ‘“‘frozen’”’ stock. And you stand to profit 
oem I ee by all worth-while tube patents. 









TELEVISION TOO! 


EveEREADY RAYTHEON is among the first to 
produce television tubes for sending and re- 
ceiving, for talking movies and similar uses. 
The Eveready Raytheon line is complete— 
with standard receiving tubes, battery and 
A.C. operated, rectifying tubes, Foto-Cells 
and Kino-Lamps. In addition, we developed 
and make the original gaseous rectifying tube 
for “‘B” eliminators—the famous B-H tube 
—for which there is an enormous sale. 

NATIONAL CARBON COMPANY, Inc. 


General Offices: New York, N. Y. 
Branches: Chicago Kansas City 



















New York * San Francisco 


Unit of Union Carbide and Carbon Corporation 
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These Six- Features Inoue (ality 
Ee >| WM rant/ Deluxe Butts. 


































* Non-Rising Pins 
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SD 






Proper Countersinks 

















The small wing keeps the 





Rolled Pins and Nibs 














pin from turning when 
the door is swung, and 

a) consequently prevents it 
from rising. 


Screw holes are located 
to assume maximum se- 
curity. They are smooth- 

@ ly countersunk to fit 
properly the screws fur- 
nished. 


Accurately cut to stand- 
ard sizes. Blanked from 
cold rolled steel of uni- 
* form thickness. Edges 
are cut clean and true. 


FrantZ Butts are made with the same care and of 
the same quality materials that characterize all 


FrantZ Products. That’s what makes them sell! 


Your customers want FrantZ Features. Easy instal- 
lation and long, satisfactory service—and you can 
afford to cater to them because FrantZ Butts cost no 


more. 


Pins and nibs are rolled ‘ 


from the finest of cold 
drawn wire to assure long 
wear. Both are smoothly 
rounded. 


The leaves slide together 
easily and fit closely to 
make a smooth barrel. 
This is accomplished by 
square broaching. 


Inside of the barrel of 
every loose pin Butt is 
reamed to assure easy re- 
moval and replacement 
of the pin. 


Nod _ : 


po 8s enuine 

























There’s no better recommendation for FrantZ Prod- 
ucts than the reputation the Products themselves have 
built. Write today for samples and prices. Dept. 
H-H 129, Frantz Mfg. Co., Sterling, Il. 












TRADE MARK 


| usale Bs Builders Hardware 











*Reamed Barrels 


ee ee eS 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 
Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
\Y%4, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


* Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 
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First FLOOR PLAN 












LIVING 
ROOM 











MALL DINING 
ROOM 


TERRACE I] 


ES 






































Second Fioor PLAN 















OWNERS 
ROOM ED 


BED 
ROOM 





eaciiidiaiiiaiedieiadaai 
HeATHCOTE M. WooLsEyY and 
S. BURNHAM CHAPMAN, 
associated architects 


oy a a nt et my 


SARGENT FLARDWARE ... 
for all the many new homes being planned 


NEW HOMES are going up every- 
where — more than half of them 
built by the owners for their own 
occupancy. Every evening finds 
family groups poring over plans 
and discussing equipment. Every 
home builder is a prospect for 
Sargent Hardware — all can be 
convinced that no sounder invest- 
ment can be made. 

The importance of good hard- 
ware of solid brass or bronze needs 




















in your community 


With the Sargent line you have 
the means of providing hardware 
for every type of building con- 
struction. Make an effort to secure 
your orders as early as possible. 
This will assure complete delivery 
when the goods are needed. 
Sargent & Company, New Haven, 
Connecticut ; 94 Centre Street, 
New York; 150 North Wacker 
Drive (at Randolph), Chicago, 
Illinois. 

















Knocker No. 8; Door Knob No. 1606, 
Key Plate 817 


Door Knocker No.16; Door Handle No. 3561 HC 


only to be pointed out. Sargent 
offers a comprehensive selection 
of designs. By installing the best, 
and it costs very little more than a 
less durable grade, the home owner 
is gaining the assurance of perma- 
nent satisfaction. The finer the 
hardware equipment, the more 
complete this satisfaction — and 
the greater the profit for you. 














Knob No, 1845, Cylinder Rosette No. 1; 


Knocker No. 7 


em i re ee et eq e+ 





SARGENT 


LOCKS & HARDWARE 
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A space 18 inches by 24, 


—a few dollars’ worth of stock 
and you’ve a ida. cath new service to offer 


Bassick 


The Bassick line is 
complete. There is an 
item to meet every 
customer’s needs. 


Bassick 


Send me information about Floor Protection Department to address written in margin below 














GS it more room if you want. But it 
isn’t necessary. Three square feet on a 
table or counter is enough. 


A small stock of eight or ten types of Bas- 
sick casters and furniture rests and you're 
ready to announce—“A complete floor- 
protection service.” 


Yes, that’s all there is to it. You don’t 
even have to choose the items. Out of long 
experience we know what you'll need to meet 
any request. If you'll ask, we'll give you 
this information. 


Naturally, you wonder, “Will it pay me?” 
If your customers are typical home-owners it 
most certainly will. Wherever there are 
floors and furniture there is need of equip- 
ment like this. Good floors are costly. And 
so are linoleums and carpets. Anything that 
preserves them will sell. And Bassicks do 
just that. They make housework infinitely 
easier too. No wonder women buy them on 
sight when they are reminded by seeing 
them on display. 


The complete stock that you'll need repre- 
sents only a small investment. And once 
installed, the Bassick line moves steadily, 
month in and month out. Few items in your 
whole stock will show a steadier, more 
continuous profit on a small outlay. 


By all means, put one of these 3 square foot 
“departments” to work. You'll be surprised 
at the number of new sales it will create— 
sales that were walking out of your store 
before for lack of a reminder to buy. 


Shall we send you a list of the items that constitute a 
complete caster and floor-protection service? We'll do 


it gladly. Mail the coupon and find out how simple it is. 


Mail this coupon to Dept. HA-6: 
THE BASSICK COMPANY 


Bridgeport Connecticut 


For 33 years leading makers 
of casters and furniture rests 














PARSER SE 
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When they tell you 
“It’s Nationally Advertised” 


he how much of that advertising reaches your community. 


Every dealer knows that many articles supported by advertising in 
national publications—as far as his territory is concerned, are not 
moved by that advertising. He knows that only advertising which is 
concentrated in his territory cancreate a demand for goods sold by him. 


Every dealer should know that there is one publication that blankets 
nationally and concentrates locally—that reaches a large percentage 
of all the families in the best trading areas. When merchandise is 
supported by a campaign in The American Weekly, you can expect 
that merchandise to move. And it will. 


This same publication—The American Weekly—reaches more than 
5,600,000 families in the best retail districts of the country. 


What Is The American Weekly? 


The American Weekly is the maga- —In an additional 108 cities, it reaches 
zine distributed through the seventeen 30 to 40%. 


great Hearst Sunday yet wg from —In another 105 cities, it reaches 20 to 
seventeen principal American cities. 30% 
It concentrates and dominates in 485 " 

of America’s 785 towns and cities of —but that’s not alk. Nearly 2,000,000 

10,000 population and over. additional families in thousands of 

Sells other communities regularly buy 

a eons gga = The American Weekly—making the 

ry . unprecedented national total of 

—In 119 more cities, it reaches 40 to 5,646,898 families who read The 

50%. American Weekly. 


TYE 4 
*Albany _ The 
Atlanta inthe World | TEER LY 50” American Weekly 
Baltimore <> 9 East 40th Street 
Boston c& New York City 


Chics 2 
trot Main Office: 9 East 401H Street, New York City oe tied citbitas dh tedanaaaes 


Detroit 
Los Angeles pelo ve an i sks and a state- 


Milwaukee ment of its circulation in ms 
—— BRANCH OFFICES : a trading territory. 

Pittsburgh Wrigley Bldg., Chicago F 

Rochester 5 Winthrop Square, Boston 7 
San Antonio 753 Bonnie Brae, Los Angeles 

San Francisco 222 Monadnock Bldg., San Francisco re 
Seattle 1138 Hanna Bldg., Cleveland . * 
Syracuse 101 Marietta Street, Atlanta 4 

Washington 12-231 General Motors Bldg., Detroit 








Name 








© 1929 by American Weekly, Inc. 
































26 HARDWARE AGE for AUGUST I, 1929 

















. Price and Value 


HEN buying Tubular and Clinch 

rivets you get just about as 
much as you pay for. Don’t accept 
rivets of the cheaper grade even 
though price concessions are attrac- 
tive. You cannot afford to sell rivets 
that are brittle because cheap rivets 
mean a one-time sale only. Our rivets 
may cost a few cents more but they 
are worth a great deal more—they’re 
dependable. 








Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


ipproved / 


———by the keenest 
buying brains in the country 





TUBULAR RIVET & STUD 
COMPANY 


BOSTON 









‘The largest 

factory in the 
world devoted 
to the manu~ 
facture of 
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A Preferenee 
Based Upon Facts 


_ are superstitions aplenty 

among tool buyers and likes and 
dislikes that cannot be reasonably 
explained—there are sudden bursts 
of popularity that are hard to predict 
or control. 


But the year in, year out preference 
for the TRIMO pipe wrench among 
a substantial class of buyers is a 
preference based upon facts— cold 


facts, as cold as the fine tempered 
steel of TRIMO itself. 


One of those facts is tremendous 
strength; another is exceptionally 


















long wear. They are quality facts 
and buying facts—facts that mean 
business for you. 








Pipe Wrench 
ALL STEEL FOR STRENGTH 






Replaceable Jaws for Lifetime Wear 







Made by 
TRIMONT MFG. CO., INC. 
Roxbury (Boston), Mass. 
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= METAL DIVISION 










239 West 39th Street 


A. C. Pearson, Chairman 
F. J. Frank, Pres. 

















U.B.P. Publications Broadly 
Cover the Following Indus- 
tries and Trades 


Metal Trades 
The Iron Age 


Hardware Trade 
Hardware Age 
Hardware Age Catalog 


Textile 
Dry Goods Economist 
National Dry Goods Reporter 
and Drygoodsman 
National Dry Goods Reporter 
Shoes Wholesale 


Boot & Shoe Recorder 


Jewelry & Optical 
Jewelers Circular 
Optical Journal 
Jewelers Circular Buyers Direc- 


Automotive ‘°ty 


Automotive Industries 
Automobile Trade Journal and 
Motor Age 

Motor World Wholesale 
Commercial Car Journal and 
Operation & Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and 
Oil Catalog 


Oil Field Engineering 
Petroleum Register 
Allen’s Superintendents Hand 
Toys Book 

Toy World 
Plumbing & Heating 

Sanitary & Heating Age 
Warehousing 

Distribution & Warehousing 
Insurance 

The Spectator 





Arnold L. Davis, Sec’y 


Controlled by the 


United Business Publishers, Inc. 
New York City 


C. A. Musselman, Vice-Pres. 
F. C. Stevens, Treas. 


OFFICERS: 
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Has Made Leaders 
of THE IRON AGE and Hardware 


Bdtcorial 
Excellence 


Publications 


THE IRON AGE For almost 75 years The Iron Age 


has united the manufacturers of things made of metal 
by covering the processes, materials and machinery of 
fabrication—and thus has provided a_ broad-gaged 
medium for marketing all the materials and equipment 
used in metal trades manufacture. 


HARDWARE AGE is the recognized dominant busi- 


ness paper of the hardware trade. For three-quarters 
of a century it has recorded the achievements, fore- 
casted the changes, and cooperated in the successes of 
hardware merchandising. Through the intimacy of its 
editorial contact, and its thorough penetration into the 
fabric of the trade, Hardware Age assures a most favor- 
able and receptive hearing for the advertising messages 
of manufacturers. 


HARDWARE AGE CATALOG puts at the 


finger tips of 15,000 Hardware Buyers the names, ad- 
dresses and trade names of more than 16,000 manufac- 
turers of hardware and allied products, representing 
over 60,000 items sold through hardware channels. It 
also includes 250 pages of illustrated catalog buying 
information. 


EACH PUBLICATION is supreme in its function 


through the breadth of editorial experience behind it, 
the soundness of its direction and the calibre of its staff. 


IRON AGE PUBLISHING CO. 


239 West 39th St. New York City 


Controlled by the 
United Business Publishers, Inc. 




















a 
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Perfect Harmony in the Complete Equipment 





No. 3190 


RINGCO 


Bath Room 


Fixtures 


In RNcco9 Bath Room Fixtures the same gen- 
eral design is carried out in each piece. 


This enables your customers to secure perfect 
harmony in the complete equipment of their 
bath rooms, because each fixture harmonizes 
with the other, even though only one or two 
items are purchased at a time. 


rincco) §=6Solid Brass Heavily Nickeled Bath 
Room Fixtures stimulate sales among dis- 
criminating trade. 


We also manufacture Furniture Trimmings, 
Upholsterers’ Nails, Eyelets, Grommets and 


Washers. 
AMERICAN RING COMPANY 
Waterbury Connecticut 





San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 











CORBIN 


Wood Screws 

Drive Serews 

Coach Screws 

Machine Screws 

Set Screws 

Cap Serews 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Esewtcheon Pins 

Speedometers 


CORBIN 





ap | 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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HERD once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 

now neatness and order with the Standard Drill Holder package. 

and Gauge. Display this Drill Holder and Gauge well on your counter and 
No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. Thie 


fussing and fuming. 







The Standard Drill Holder and Gauge 


New York: 94 Reade St. 


Chicago: 


552 W. 


Washington Blvd. 





The mechanic picks ont the drill he easily secured interest will lead to orders. 





a rf : 
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PEER CEE 


EPL PULL 
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Another Good Seller for You 


Fredk. Pollard & Co., Ltd. London 


THE STANDARD Toor (0. "= 


Paris, France—Burton Fils. 
CLEVELAND 




















Fig. 63-A. 





Fig. 63. 











Fig. 60. Fig. 61. Fig. 62. Fig. 66. 


Brass Fittings for Spray Outfits | 


The SHERMAN Line is_ high-grade 
through and through. 


E Every Fitting is made of durable BRASS, 
especially designed to withstand the heavy 
34 pressure and hard usage to which Spray Ap- 
paratus is subjected. These Fittings retail at 
Be 10c. to $1.40 each. Good discount. 


Sold through Jobbers. i 


Manufactured by i 


H. B. SHERMAN MEG. CO. 


BRASS GOODS 
BATTLE CREEK, MICH. 


Po-s 
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prof ‘table 


line to carry 





There’s a fast turnover when 
you handle Sweet’s Steel 
Fence Posts because they ap- 
peal to the buyer from every 
rietetetereytsleus Metatar tice vualttare 
utility for every wire fence 
and steel sign requirement, 
—their remarkable strength 
Pretemeltierlestiiameerestatme) Cake 
ing appearance,—all offer a 
commanding sales appeal 
that you cannot overlook. 














The Desires of 


Millions of Women WE ET 


everywhere for the improved Bissell 
will be aroused by our forceful nation- 
al advertising this Fall in publications 


Why not avail yourselves of 


aggregating 26 million circulation. Se i cankty to obtain 
j the best steel post sections 
This beautiful display “Pals’’ will help ee eet at surprisingly 
; 4 ° ° low prices? Samples sent on 
you crystalize this aroused desire into pall 
profitable sales. It will be sent on i en 
request. SW EET S STEEL 


| COMPANY 
“Pals” is a faithful 10 color reproduction of Hh WILLIAMSPORT, PENNA. 


Norman Rockwell’s painting. Size 24 x32 
inches, thick mounted. 


BISSELL CARPET SWEEPER CO 
GRAND RAPIDS, MICH. 


New York ~~ Office and Export Department 
West Broadway e . §] tay by 
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Sell Your Patrons 
Pencils They Will 
Not Question — 


§ (| AAW 23 
. FABER 


Ss VA Makeiy of the AV 
J WORLD. baa 


Equally Conspicuous In the 
| Field with AW Faber Pencils 


| AW FABER 
ERASERS 


—— Pencil, Inkor 

} 1 Typewriting Erasures 
0° § —— School or 
Commercial Uses 


Special Numbers Adapted 
To Every Type Of Work 


Dei 4 EVERY DEALER SHOULD 
3 SELL THESE ERASERS 


54 AW FABER 


== NEWARK, NEW JERSEY 








Zs Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 


RIFFIN 


ERIE. PENNSYLVANIA 
al ~ Branch Offices. 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymarch 
San Francisco, 703 Market St. 
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THE MYERS 
HOUSE PUMP DISPLAY 


FOR COUNTER,WINDOW 
OR OUTSIDE DISPLAY 





HROUGH all the years Myers House Pumps have 
consistently been the choice of those who recognize 


quality as a sure source for business and profits. Wher- 
ever installed, they represent true value in service 
rendered. 


In the kitchen, on the porch or in the back yard, they har- 
monize perfectly with other surroundings. Easy to operate, with 
larger volume thrown in for good measure, designed for long 
term service, little explanation is necessary to convince discrim- 
inating buyers of their superiority. Are you familiar with the 
possibilities of this better built line of Myers House Pumps 


offers? 


If not, drop us a line and we will be glad to send 


catalog and prices. 


mm FL.E.MYERS & BRO.¢ce. 


Manufacturers for over Fifty Years of 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - 
GARAGE DOOR HANGERS- 


ASHLAND, OHIO. 
for if of MYERS HONOR:B' OnT pure for Bratz Purpose 
STORE LADDERS. Etc. 











INDURATED 
FIBRE WARE 


Flower Vases and Dye Pails 


Indurated ALMO Imported French 
Flower Vases are waterproof and un- 
breakable. Made from Genuine 
Wood Pulp moulded in one piece. 
Over %-inch thick. Bottoms extra 
heavy. Smooth mahogany finish. 
Good sellers to Florists, Hospitals, 
Sanitariums, Institutions, Homes, etc., 
where quality is appreciated. 5 sizes. 


Indurated 





ALMO 


Imported 








There’s Big Business In 


BOTTLE CAPS 


That’s what our dealers are finding out by displaying the 
two feature brands of caps in packages. You can add 
another quick-selling, profitable staple to your line. 


French Fibre Pails with Lip are 
used by leading Carpet Manufac- 
turers and Silk Dyeing Houses. 
These Pails are therefore most 
practical for all acids, dyes, and 
various coloring matter. 


Each tiny pore is sealed by infu- 
sion with a special solution making 
this ware absolutely liquid tight 
and easy to clean. Sold by lead- 
ing Jobbers. 





New Catalog just off the press shows 
full line of over 20 items. A postal 
card will bring you a copy. 





‘““HOME USE”? BRAND 


The standard quality cap. 
Made to meet the popular 
demand, clean, sanitary, 
packed in convenient, 
attractive cartons--every 
cap uniform. It’s the great- 
est value on the market to- 
day and users have made it 
the fastest selling brand in 
the country. 





“PYRAMID”? BRAND 


The highest quality cap that 
includes the latest patented 
improvements and refine- 
ments. The only cap on the 
market with the famous 
“cushion-seal.” A new 
paraffin coating to keep the 
cork live and soft. The safest 
seal made. Laboratory test- 
ed. Sold in sealed, sanitary 
packages only. Costs more-- 
and worth it. 

















Almo Trading & Importing 
Co., Inc. 
61 East 11th St. 


New York 











Write today for samples and prices on these two 
sure-selling Crown Cork Products. 
CROWN CORK & SEAL CO., Baltimore, Md. 
W orld’s Largest Bottle Cap Makers 
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Hardware Dealers 
are che ering 


a 


ee 


VERY time a hardware dealer is shown 
one of these mew, convenient “Cleve- 
land” Drill Sets, he cheers! 

Why? 

Because he realizes that here, at last, is offered 
to him the one right way of merchandising the 
small sizes of twist drills. 

And he realizes, too, that hereafter he will be 
in a position to sell drills, instead of merely carry 
them in stock for the convenience of his customers. 

Just another clever way of “speeding up” hard- 
ware store sales! Isn’t it enough to make any 
dealer cheer? 

Are you cheering, too? 


The Now 
4 ACH carton contains six sets 
Cleveland Drill of 8 drills—either Cle-Forge 
Set High Speed or Carbon Steel. 
Every drill of finest quality that 


packages hit assures customer satisfaction. 


Instead of selling one drill at a 


the B ulls Eye time, you sell 8 and do it quickly. 


of 7 our ‘Phone your jobber 
Sales today for a carton} 
\ Profits “en 


COMPANY 

CLEVELAND 

NEW YORK-CHICAGO- LONDON 
SAN FRANCISCO 





Ss 


By old methods you New method puts 8 

hunted for one drill y drills under your 

of the size desired! hand— right sizes 
always at hand. 
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Keeping Pace 
With The ia 
reater 
Demands 


Or” 





Aa 
save 








With production schedules calling for greater 
output and, at the same time, standards of 
inspection becoming more rigid, the use of 
fine precision tools in industry becomes more 
important. Mistakes mean confusion ll 
along the line. 


It is with a recognition of this dependence 
on fine tools that more and more skilled 
mechanics and manufacturers are turning to 
Brown & Sharpe Tools. They know that the 
standard of accuracy maintained in Brown & 
Sharpe Tools is their greatest assurance for 
accurate work. 


Feature in your store the tools which are 
readily accepted by skilled mechanics. They’re 
easier to sell and help to build a reputation 
for you as “the place to go for good tools.” 
Have you a copy of our new Small Tool 
Catalog No. 31? Brown & Sharpe Mfg. Co., 


Providence, R. I. 





Micrometer 
No. 264 


BS 

















“WORLD’S STANDARD OF ACCURACY” 


BROWN & SHARPE TOOLS 
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beWatch{ul Waiting’? 


*That’s the best darn 
screw driver ( ever 
had.” said an auto 
mechanic. “I have to 
watch it all the time as 
the other boys are 
waiting to swipe it from 
me the first chance 
they get.”” 
We might say it would be 
profitable to sell the kind of 
tool which is ‘* borrowed” 
by the boys so frequently 
that the owner has to con- 
stantly replenish his supply. 
We would rather, however. 
talk about the qualities 
which make these tools so 
desirable and, in conse- 
quence. so easy fo sell. 
it is a true story quoted 
above. The mechanic was 
using a Winchester screw 
driver and he wound up his 
remarks by saying, “‘(f all 
other Winchester Tools are 
as good as this one, [ want a 
whole kit.” We'll tell you a 
little more about the screw 
driver in the next column 
and suggest that you ask your 
jobber about other tools in 
the Winchester line. 


ne 2 eee 





0®@ 


1@ ee = 
; Week of 
|| July 28th to Aug. 3rd ? 








~TRADE MARK 


Is this Screw Driver 


So Popular? 


Winchester screw drivers are the kind the 
other fellow wants to “borrow” because: 


First of all—the blade is made of specially 
heat treated alloy steel that is neither too hard 
nor too soft. If the blade is too soft, as you 
doubtless know, it is likely to get twisted 
while, if too hard, it will break off or chip. 


And, furthermore, in the Regular Mechanics 
patterns—the blade extends all the way 
through the handle, and is securely locked 
into the handle head. If, therefore, this 
screw driver is used as a crow bar, chisel or 
wedge (as is so often the case) it will not be 
damaged. 


Again—Most Winchester screw drivers have 
the famous Winchester lug and notch con- 
struction, a special device that anchors the 
blade in the handle to prevent turning under 
severe strain. ; 


Finally—the widths of the blades are made 
to meet A.S.M.E. standards. They exactly fit 
the standard slots in screws and there is none 
of that exasperating slipping around trying 
to get too large a bit to take a grip in too 
small a slot. 

You'll find it worth while to handle this out- 
standing line of screw drivers and equally 
advisable to stock Winchester Hammers and 
Hatchets, Chisels, Cold Chisels, Pliers, 
Punches, Pipe Wrenches and Auger Bits. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 
New York Office and Showroom 
312 Broadway 
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HINING in their polished 

chrome jackets, the new 
McKinney cylinder padlocks 
prove once again that the hard- 
ware trade is quick to recognize 
Sales Appeal when a new arti- 
cle with outstanding advan- 
tages is presented. These 
brutally strong padlocks — 
hammerproof shackles case 
hardened against hacksaws, 
sparkling like a fine piece of 





THE 
NEW MeKINNEY 
CYLINDER PADLOCKS 


ereate trade sensation 


silverware — have caught on 
with a bang. Structurally they 
set an unbeatable standard of 
security. Their beautiful pol- 
ished chrome finish fills the 
eye. They are a fine job from 
every standpoint and deserve 
a place on your counter. Your 
jobber already has them for 
you—or will have them very 
shortly McKinney Mfg. Co., 
Pittsburgh, Pa. 


McKINNEY PADLOCK FEATURES: One piece Cast Cases of 
special alloy metal—Case Hardened Spring Shackle—5 Tumbler 
Cylinder — 200 Key Changes which comply with Underwriters’ 
requirements—2 Nickel Plated Brass Keys furnished. Keyed alike 
to order, but cannot be master keyed — Chrome finish over 
nickel plating — Packed in individual boxes with two keys. 























Made in 3 sizes, for all uses. 


Size Consumer 
No. Inches Price 
7001 1% $1.00 each 
7002 1% 1.25 each 
7003 2 1.50 each 


Packed with two keys, in individual 
boxes, black and orange. 


Six Padlocks of one size in Counter 
Display Carton, as illustrated. Order by 
number. 


Also, One Dozen Padlocks, assorted, 
packed in similar display carton. 


Catalog number of assortmentis No.7100. 
Assortment includes : 


; Size Consumer 
Quantity No. Inches Price 

4 7001 1% $1.00 each 

6 7002 1% 1.25 each 

2 7003 2 1.50 each 


Ask for sllustrated catalog pages for yous 
Ssalesmen’s catalogs. 


JmONNEY 











UMI 





HARDWARE AGE for AUGUST I, 1929 


41 





HARDWARE AGE ABSORBS 
HARDWARE DEALERS MAGAZINE 





—e - 


FFECTIVE this month, Hardware Déal- 

ers’ Magazine will cease to function as a 
separate publication, and will become an in- 
tegral part of Harpware AGE. This is a for- 
ward step in harmony with the general pro- 
gram of industrial simplification and stand- 
ardization. 


Through this merger, the readers of these 
two great hardware business papers will now 
enjoy the special features of both publications, 
within the covers of a single greater maga- 
zine. This will conserve the time allotted to 
business reading, reduce the expense incident 
to such reading, and enlarge the merchant’s 
opportunity to acquire information and service. 


Manufacturers who formerly broadcast their 
messages to the trade through either or both 
publications, will now be able to increase the 
scope and power of those messages at a pro- 
portionately lower cost, and with no duplica- 
tion of effort. This in turn, will tend to lower 
the general overhead expense of hardware dis- 
tribution without decreasing its efficiency. 


Meanwhile the consolidation of editorial and 
publishing resources will enable HARDWARE 
AcE to materially increase the broad and com- 
prehensive service which has always charac- 
terized its pages. 


There is real significance in the merging of 
Hardware Dealers’ Magazine, the oldest hard- 
ware monthly, with Harpware AGE, the oldest 
publication in its field and the acknowledged 
leader of business papers in the hardware in- 
dustry. It exemplifies in no uncertain terms 
and by practical demonstration, the confidence 
which the publishers of Harpware AGE have 
in the principles and policies which it advocates. 
It insures the continuance of those ideals which 
for three quarters of a century have stood for 
the highest in service, progress and prestige. 

The weekly market information, 
an outstanding example of the prac- 
tical service rendered by HARDWARE 







AGE to its readers, will remain a constantly 
expanding and increasingly useful feature of 
the combined publications. The news of the 
hardware industry will continue to reach our 
old and new readers each week, bringing infor- 
mation of hardware activities in all parts of the 
country while it is still news. 


The interesting and instructive contributions 
of Saunders Norvell will greet them regularly 
as in the past, each article offering something 
new, attractive and inspirational for hardware 
retailers, wholesalers, manufacturers and sales- 
men. George F. Massey, Field Editor of Harp- 
WARE AGE, will bring to them, in each issue, 
one or more of his informative articles on 
hardware merchandising, gleaned from per- 
sonal contact with the progressive hardware 
distributers of the great Middle West, and 
written in the language of the trade. The prac- 
tical lessons in advertising and show card writ- 
ing, written exclusively for them, will still be at 
their disposal, together with a new exclusive 
series of articles on window trimming and store 
arrangement, prepared by an authority on those 
subjects. All of these HarpwaRe AGE fea- 
tures, and more, combined with the special 
editorial features of Hardware Dealers’ Maga- 
sine, will now make weekly visits to busy hard- 
ware merchants, helping them to conserve their 
time, buy and sell to better advantage, improve 
their stores, and increase their efficiency. 


Meanwhile Llew S. Soule in Trade Winds 
will continue to discuss, logically, fearlessly 
and without bias, the major problems which 
confront the hardware industry, analyzing 
those problems, and aiding in their solution. 


We welcome our new readers into the Harp- 
WARE AGE family ; we welcome our old readers 
into the larger family circle. To old and new, 
we pledge a continuance of unstinted, pains- 
taking, conscientious effort to meet 
the family needs and keep pace with 
the family growth. 
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S you step into The Lock- 

wood & Palmer store, 
these display tables and sam- 
ple boards, shown at the right, 
can be seen on the left side 
of the store. Notice the dis- 
play of electric power tools on 
the table in the foreground. 
Surveyors’ equipment, incidental 
furniture and juvenile vehicles 
are also prominently displayed 

on this side of the store 


Lockwood €° Palmer Remode 


NE year ago, the executives of The Lockwood & 
Palmer Co. in Stamford, Conn., decided some- 
thing must be done to insure business success in 

the coming years. The location of the store was ideal 
—in the very center of the city, surrounded by banks, 
hotels and department stores—but taxes were mounting 
and other overhead expenses were constantly growing. 
The company’s business showed a continued substantial 
growth, but it was evident that stock must be taken for 
the future requirements. 

Five floors and a basement were occupied by the com- 
pany, but a good percentage of space was not used for 
selling. The main floor and the second floor were 
accounting for almost the entire sales volume, while the 
three upper floors showed negligible results. Surplus 
stock was piled high on these floors and 
even though there was a_ passenger 





elevator serving them, customers did not frequently go 
above the second floor. 

After thoughtful consideration of the articles in fre- 
quent issues of HARDWARE AGE which told of the suc- 
cess various retail hardware organizations had with 
modern store equipment, the company decided to look 
into the possibility of remodeling its store, as an effort 
to secure added business. 

C. D. Lockwood, president, and Ben W. Lee, vice- 
president and merchandise director visited the stores des- 
cribed in HarpwarE AGE. They visited Duncan & 
Goodell in Worcester, Mass., went to the Steinman 
Hardware Co. in Lancaster, Pa., to Fowler & Bellers in 
White Plains, N. Y., and several other stores. Cus- 
tomers’ habits were observed, the new equipment studied, 


A BOVE is a general view of the left side of the store. The floor directory, outboard 
motor and boat and camping display are worthy of special notice. At the left 
is The Lockwood & Palmer Co. building, all floors of which are devoted to the com- 
pany’s various departments 

















hardy 








hardware items also in evidence. 
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questions were asked and the various store arrangements 
noted. Mr. Lockwood and Mr. Lee returned to Stam- 
ford, convinced that a remodeling and reorganization of 
their store was necessary. 

More than twenty show cases were removed from the 
main floor, many feet of obselete shelving was junked 
and the old style wall cabinets were removed to another 
part of the building.. 

W. C. Heller & Co., Montpelier, Ohio, took charge 
of the installation of new equipment. Open top dis- 
play tables were carefully arranged and wall panel dis- 
play cases took the place of the ceiling high shelving and 
ladders. In the rear of the store modern shelving was 
erected and wrapping counters and a pneumatic cash 
system were installed. 





civic buildings as pictured at the right 


PACIOUSNESS and attrac- 
tiveness distinguish the 
radio and electrical goods de- 
partment on the right side of 
the main sales floor. Electric 
refrigerators, ranges, heaters 
and appliances are prominently 
shown. In the rear, the sport- 
ing goods, paint and leather 
goods departments are located. 
A portion of the cutlery display 
is in the left foreground 


to Meet Modern Requirements 


The main sales floor of The Lockwood & Palmer 
store now has on display more than 80 per cent of the 
stock, as compared to about 40 per cent in 1927. On 
this floor is the tool department, the electrical appliance 
department, the auto accessories, cutlery and paint 
departments. The latter has been purposely located in 
the rear of the store, as it is an active line and draws 
customers through the aisles to secure-their painting 
needs. The tables and cases show a large assortment of 
merchandise, all of which is priced in large, readable 
figures. There are 11 men on this floor and one woman, 
who takes care of electrical appliance sales. She has 


been unusually successful in selling this merchandise 
to both men and women. 
On the second floor, served by an elevator, as are the 
(Continued on page 92) 





NOTHER view of the right side of the store shows leather goods prominently 
displayed in the foreground, with kitchen cabinets, , trellises, and miscellaneous 
The company’s building adjoins hotels, banks and 
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"CHIl—CHAT” 


By Saunders Norvell 


R. John McE. Bowman is one of the hotel men 

M de luxe of the United States and Cuba. I 

do not know how many hotels he runs. I 

heard great stories about his hote¥ enterprise in Havana. 

Havana, it seems, is slated to become the great play- 

ground for the idle rich, near-rich, would-be rich and the 
impecunious in the United States. 

Because of an article in a recent magazine, I have just 
received a letter from California in which the writer, 
the leader of an orchestra, writes: “If you are so good 
at selling, I wish you would sell my orchestra to John 
McE. Bowman for his hotel in Los Angeles.” I replied 
to the leader of this orchestra that the trouble was not 
to sell Mr. Bowman, but the trouble was to find him! 

I forwarded all of the correspondence to Mr. Bowman, 
care of the Biltmore Hotel here in New York. First, I 
received a letter from his secretary, and now one from 
Mr. Bowman. I happened to catch him in New York 
just before he left for Havana. Mr. Bowman writes me 
that he will have an investigation made of that orchestra 
out there in southern California. Possibly after all we 
may be able to sell that orchestra to Mr. Bowman. I 
wonder! I have sold a good many different lines but I 
have never yet sold an orchestra. 


S PEAKING of orchestras, the New York Phil- 
harmonic-Symphony Orchestra is giving us some won- 
derful outdoor music at the Stadium. What a relief it 
is to hear good music and to get away from jazz. The 
crowds attending these performances, even in the hot- 
test weather, indicate the great interest in good music 
here in New York. 

A few Sundays ago I heard that wonderful symphony 
by César Franck in E Minor. This is the symphony in 
which Franck brings in, in the second movement, the 
English hunting horns. These horns were never before 
used in a symphony, but the effect is very beautiful. The 
leader of the orchestra is Willem Van Hoogstraten, and, 
of course, he is one of the best leaders in the world. 

A perfect orchestra to me is always the embodiment 
of perfect organization. Every man playing his part and 
making a symphony of the whole. That is real coop- 
eration. Without this cooperation there could be no 
orchestral effects. Individuality may be a good thing in 
some places, but it is certainly out of place in an or- 
chestra. 


I HEARD an amusing story about César Franck. He 
was an organist in one of the aristocratic churches of 
Paris. He also gave music lessons. He was a very 
modest man. One day, a lady in his church wrote and 
asked him if he would call to talk over with her the mat- 
ter of giving lessons to one of her children. The little, 
modest old man called. He asked the lady of the house 


if she would like to hear him play the piano. He played 
for her. Fortunately she had a keen appreciation of 
music and she realized she was listening to the perform- 
ance of a great master. When César Franck finished 
playing he rose, bowed to the lady and inquired if she 
thought he would do to teach her little girl music! He 
asked this question in all sincerity. It was just the 
modesty of the man. It is hardly necessary to say that 
he secured the job. 


* * * 


Bor I must write about selling and salesmanship. On 
a recent trip I made the conversation with a leading 
hardware jobber drifted to self-reliance. We talked 
about the necessity of initiative on the part of salesmen. 
I remarked to him that handling some salesmen is 
exactly the same as handling the wooden cigar store 
Indian, with whom we were all familiar in our younger 
days. This Indian stood on a box and the box was on 
wheels. The Indian held a hatchet or a tomahawk in 
one hand and a bunch of cigars in the other. On his 
head were wooden feathers. He gazed straight out into 
the distance. Every morning the proprietor of the 
cigar store would push this Indian out in front. There 
he stood like the Sphinx, gazing into eternity. Then at 
night the proprietor would push the Indian back into 
the store. The point is this Indian never gets anywhere 
unless he is pushed. There are salesmen like that. 

My hardware friend, as we were motofing, asked me 
if I had read Emerson’s essay on Compensation and his 
other essay on Self-Reliance. “Yes,” I replied, “I have 
read both of these essays. Every man should read them. 
I read them a long time ago, and it seems to me in the 
essay on Self-Reliance there is 4 verse written by Emer- 
son about the young wolf.” I told him I had forgotten 
this verse, but at the time it made a deep impression upon 
me, and I had always intended to look it up and learn it. 

The idea of this verse is that nature’s method of de- 
velopment is the survival of the fittest. Nature does not 
protect. Nature does not save the weak. Only the 
strong in nature live, and as the strong beget the strong, 
so the race improves. 

My friend smiled and said, “Let me repeat this verse 
from Emerson to you. So here it is: 

“Cast the bantling on the rocks, 
Suckle him with the she-wolf’s teat, 
Wintered with the hawk and fox, 
Power and speed be hands and feet.” 


Just read that verse! Just get all that Emerson has 
said in a few words. 

Then my friend asked me if I had ever heard the 
verse from the epilogue to Beaumont and Fletcher, 
“Honest Man’s Fortune.” When I told him I had not 
he repeated this verse : 








UM 
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“Man is his own star; and the soul that can 
Render an honest and perfect man, 
Commands all light, all influence, all fate, 
Nothing to him falls early or too late. 
Our acts our angels are, or good or ill, 
Our fatal shadows that walk by us still.” 

I never had read this verse before. This, too, is worth 
learning. 

* * * 

The above reminds me of years ago, before the days 
of automobiles, when I drove fifty miles at a stretch in 
western Kansas, from one town to another. I used to 
visit a little town called Wa-Keeney. From this town 
I used to drive fifty miles north to another town called 
Leonora. In order to save time, I used to make this trip 
at night: I slept in the buggy. It was my custom to 
put a strap under my arms and buckle it, so that I would 
not fall out. 

In those days I used to amuse myself by learning some 
of the greatest speeches in the world. I got them by 
heart—Lincoln’s Gettysburg Address, Hamlet’s Solilo- 
quy, Mark Antony’s Speech at the Bier of Caesar, etc., 
etc. As we drove over the western prairies, as there was 
nothing else to do, just to kill time, I would recite these 
speeches out loud. My driver seemed to be very much 
interested. When I would reach Wa-Keeney on my 
monthly trip he was always there and arranged to 
drive me. 


Ox E night he confided to me that he loved these trips 
because I recited such “interesting stuff.” “Well,” I 
remarked to my young friend, who devoted most of his 
time to being the chambermaid in a livery stable, “this 
good stuff you are talking about is the best stuff that a 
few gentlemen like Shakespeare, Abraham Lincoln, 
Emerson and Macaulay knew how to write. They are 
the best thoughts and the best ideas of some of the 
greatest minds in the world, written up in the best lan- 
guage they knew how to use.” This stuff is these men 
at their best. 

I have often wondered what became of that driver. 
Possibly having drunk at the font of some of the greatest 
minds of all ages there may have been stimulated in him 
an intellectual hunger that may have led on to endless 
fortune. 

I remember this driver especially liked Hamlet’s So- 
liloquy. When I would recite “There 1s a tide in the 
affairs of men,” he would say when I had finished: 
“You bet your life that is right. You have got to be 
Johnny on the spot. If you ain’t, then look out. Why,” 
said he, “It is just that way in handling horses.” Then 
he would talk “horse” to me for an hour. 


* * * 


Speaking of Shakespeare reminds me of the story I 
heard the other day of the salesman who lost his job 
with one house and then took the same territory selling 
a competing line. For years he had talked up the first 
line to his customers. Now it was necessary for him to 
appear on the scene and talk his new line. 

This salesman gave an address at a convention of 
salesmen of a jobbing house. This is what he said: “That 
old line that I sold is just as good as it ever was. I 
haven’t a word to say against my old house or their line. 


Of course, the house is all right and the goods are all 
right, but, gentlemen, you remember when Mark Antony 
made his speech at the bier of Caesar he made the cele- 
brated and well-known remark : ‘I come here not to praise 
Caesar but to bury him.’ I am not here to praise my old 
line or my old house but I have come here to bury 
them.” 

From some of the stories I have heard this salesman 
succeeded in doing a pretty good undertaking job! 


* > * 


R ECENTLY I wrote something on the subject of 
dogs. I praised the dog. I spoke of the dog as man’s 
best friend. There are always two sides to every story. 
Along comes a letter from Charles L. Titus of Sar- 
gent & Co., Boston, in which he writes as follows: 

“In the Harpware AcE I read your recent article on 
the subject of dogs. You may be interested in a recent 
experience of a friend of mine who owns a farm in a 
rocky section of Maine. 

“On account of the rocky soil the farmers in his 
community have difficulty in raising suitable crops 
to obtain a fair living. This gentleman developed 
the idea that as the pastures of these farmers were 
especially adapted to the raising of sheep, that he would 
purchase a flock and see if he could not demonstrate to 
his neighbors the desirability of sheep raising. 

“He purchased a very high-grade ram at a cost of 
$50 and 24 high-grade ewes at a cost of $20 each, and 
turned them out in his pasture. The second week they 
were attacked by dogs. The ram and several of the 
ewes were killed and the balance were run so hard by 
the dogs that it ruined them. 

“The State of Maine pays a bounty of $8 on sheep 
which are killed by dogs, with the result that my friend 
collected from the State $8 on the body of the dead 
ram and $8 each for the ewes that were killed. But on 
the ones that were run by the dogs so that they were 
worthless he was unable to make any collection from the 
State, as they had not actually been killed. Naturally, 
his enthusiasm for sheep raising was gone and I doubt 
very much if he would be interested in the worthy Mis- 
souri Senator’s speech in defence of the dog accused of 
sheep killing. 

“Perhaps you will not be very much interested in the 
story of our friend’s venture, but maybe the dog which 
the Senator defended actually killed the sheep and, if so, 
there is the angle of the sheep owner’s feeling toward the 
dog.” 

This, of course, is an interesting story, and in reply 
I wrote to Mr. Titus, asking him if he had read that 
immortal dog story, “Bob, Son of Battle.” No one can 
read that story without having a deeper affection for our 


canine friends. 
* * * 


This weekly article is somewhat disjointed, as it is 
written during a week’s vacation. 

Now I am going to tell a curious story that happened 
to me personally. A few weeks ago I was motoring in an 
out-of-the-way part of New York State. It was in the 
mountains. We came to a very picturesque old mill on 
a river. Stopping before the mill I found it had been 

(Continued on page 93) 
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Carpenter Cultivates School Shop Business 
—Profits Now and Gains Good- Will for Tools 


This Athens, Ohio, retail hardware organization goes after 
the local high school’s tool business, realizing the growing 


importance of the younger generation's good-will. 


Semi- 


annual demonstrations are held at the store to show the 
boys of the school the best methods of finishing shop work 


of tomorrow, the Carpenter Hardware Co., 
Athens, Ohio, constantly strives to give the boys 
in its locality an appreciation of good tools and their uses. 


RR oi omer that the boys of today are the buyers 


This enterprising organization looks at the future not 
as 1930 or 1931, but as a wide scope of years when the 
present “younger generation” will be commenting on the 
adventures of another “‘younger generation.” It is with 
this outlook in mind that the company is laying the 
groundwork for bigger and better tool sales in future 
years. 

A good portion of the organization’s tool business 
comes from supplying the Athens High School with tools 
and machinery for its manual training department. Al- 
though the school board pays for the tools, the heads 
of the different departments are the buyers and these 
are cultivated by the Carpenter Hardware Co. 

During the summer months a representative of the 
hardware store calls on the department heads and finds 
out what their tool requirements will be for the ensuing 
year. New items are shown and qualities compared. 
When the school term opens the tools are on hand, the 
shop teachers are satisfied and the Carpenter Co. has 
earned an attractive profit. 


, WICE a year the company holds a paint demonstra- 
tion for the school boys. They come to the store as a 
class and learn from painters and decorators just how 


to finish properly the work they have constructed in their 
shop. The boys have shown great interest in these 
demonstrations and the store has reciprocated their in- 
terest by awarding them unusual workmanship prizes. 

The window display reproduced herewith featured 
furniture made by the boys of the Athens High School 
with tools furnished by the Carpenter store. This fur- 
niture and art work was made under the direction of 
J. C. Glover, supervisor of industrial arts. Mr. Glover 
is an enthusiastic booster for the retail hardware trade. 
In a recent letter he says: ““To my mind, one of the best 
friends a supervisor or teacher of shop work can have is 
a reliable retail hardware company. I advise by new 
teachers and friends to cultivate the friendship of the 
retail hardware dealer, for there are many things which 
the dealer can do to help the teacher and his pupils. 

“One of the major factors in a shop teacher’s success 
lies in the selection of tools. Through cooperation with 
the dealer the teacher can secure the best tools of the 
market and can be kept advised of new tools on the 
market. 

“The boys are using tools which they will later use in 
their daily work. The practice teachers from Ohio Uni- 
versity, who are conducting classes under my super- 
vision, are forming favorable opinions upon the useful- 
ness and practicability of tools and equipment. The 
knowledge gained by both the boys and the instructors 
reacts to the benefit of the dealer who furnishes the 
equipment.” 
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“We Have Lost 


Our Whoopee” 


By C. J. WHIPPLE, President 
Hibbard, Spencer, Bartlett & Co., Chicago, IIl. 


ECENT announcement 
that a leading mail 
order firm would shortly 
pay the freight, on pur- 
chases from their catalog 
customers has 
much discussion. Mr. Whip- 
ple, a keen student of dis- 
tribution methods and 
problems, has an interesting 
contribution to the discus- 
sion of this subject—The 
Editor. 


provoked 





fe 


NE of our retail friends in Missouri writes as 
follows: 

“We have lost our Whoopee. (The mail order 
buyer pays the freight). The Whoopee that the manu- 
facturers and jobbers have furnished us for many years. 

“Now, what will we do about it?” 
eer re Hardware Company.” 
“P, S. Read M. W.’s recent announcement.” 


[ramx that is a fair question. The recent change in 
policy of the two larger mail order houses is apparently 
due to two different causes. First—experience has 
shown that the mail order catalog price becomes the 
established retail price and they cannot secure higher 
prices in their retail stores. The second reason is com- 
petition with each other. A hasty perusal of recent cata- 
logs indicates clearly that this decision to pay-all charges 
was not reached until the catalogs were pretty well under 
way. On certain heavy goods freight charges will more 
than absorb margin and some lines will be handled 


either at an actual loss or on extremely narrow margin. 
Likely there will be higher prices in the next edition but 
for the next six months we have these to contend with. 

One thing is certain, and that is we will no longer have 
to listen to the “hooey” of the manufacturers that the 
catalog houses must have a lower price than the retail 
dealer because the consumer pays for the delivery. The 
old excuse that because of service the independent retailer 
can secure a higher price and that the public is always 
glad to pay it will be the only thing they can fall back on. 


Sometimes the public is willing to pay a higher price. 
Not long ago I lost a collar button on a Pullman and 
gladly paid the porter 50c for a second-hand one that 
could be duplicated at Woolworth’s for a jitney. That is 
service, but how often do you lose a collar button in a 
Pullman car? In selling identical merchandise at a 
higher price the hardware dealer is in about the same 
position as the Pullman porter selling collar buttons. 
Someone has to need the hardware very badly. 

I notice 68 rules in the new catalog at 10c. Our 
buyer tells me that is less than jobbers’ cost. How 
many rules are independent dealers going to sell at 25c 
when the public eventually finds out where they may be 
purchasd for 10c. 

We have passed the period where the issue can be 
straddled. The mail order catalog price is the established 
retail price and unless independent dealers can be put in 
a position to meet these prices, it is only a question of 
time until the particular items affected will not be sold 
in large volume in independent retail stores. 


Isn’t it high time for some manufacturer to decide 
whose business they want—the independent ‘jobbers’ and 
dealers’ or the mail order houses’ and chain stores’. It 
should be apparent that they cannot have both. 


Swindler’s Annual Profits Total Nearly Two Billion Dollars 


LMOST two billion dollars could be restored to the 
legitimate purchasing power of the United States 
each year, if profits of swindlers were eliminated from 
business. This statement is credited to the Treasury De- 
partment, who also says that almost every honest mer- 
chant, regardless of his locality, is affected. 
The profits that swindlers make, becomes part of 


business’s general overhead which must be met before 
profits begin to materialize. Hidden somewhere in the 
expense account of every merchant, is the influence of 
dishonesty in his community. Merchants should heartily 
applaud the work of the National Better Business Bureau 
which is providing machinery to protect honest profits 
and educate investors. 
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[THINGS FOR THE HOUSE 


INSIDE AND OUT 


AT LOWER PRICES 





‘enamel, 


359.50, *“Fhsee questers cnand, $49.50, 








7 12 inch sise a” 


| 6 inch size = 


Garden Hose 
. ribbed; braided and moulded 
25 ft. an ores . 
were $4 pa o-7-$3 
Metal Hose — 
‘To roll up 75 feet of hose 50 grade, 
70 


recently selling for $1. 95. 
_Lawn Mowers 


44 inch size : = 


Cast iron Andirens 


.. makes 
ice cream with the mini- 
. 2. quart size, $6 grade.‘ 
Vacuum Accessories 
Vacuum set, jug. tray and tumbier, 
finished, 


xk rv 2 $5.50 





39 grade.,.- 
a 

° $2.75 "grade 

° tie, 81 75 grade 3s 
Vacuum Carsten 

qt. size, $7.50 grade 


Tisat cise. 89 drade 
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Elite'and L&G 
Enamelware 


‘airy 
Gold Dust, large 
size-. 
Rinso Powder, 
of. pkg. 
re Naotha Soap a 
ko-Flakes for , 
wy iy 10 


Silko-Flakes for 
silks, large >., .25 


i830 


Babo, 14 oz. 1s 
Lye, 13 of. can ”.@.15 


1 Ib. 6 of. -7:7.25 
Parsons’ Am- 
monia, qt *~ 5.40 


Ammonia, 12 02.¥.15 
Economy Plumber 


Drain Pipe . 
Cleanser, 1 oy .28 f. 


® ob we & bE 


. Ferniture 
Woodtone, 10 02! 80 
a 


Ipy $75 


be bk & dé is 








__ Beetric 
[$10-$11 grades. a A 


‘Screens 


Showers 
"7 ach epray head, 6 ft. of tubing...con- 
nect it yourself .. . (curtain extra) . 
$8.50 grade... . . 
Shower Curtains 


Rayon, Tubberized backs, solid colors — 
low .. Ti 











Wardrobe’ Trunks 


Made Expressly for John Wanamaker 


$29 ‘rea’ $35 


Guaranteed for bone years four large 
all wood drawers and laundry, 
bag, d birch interior 
locking de behind drawers .:*. gray, 
moire outnde fin: two tone 
way. 


full sizes; . . 
Dome se type... 
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- Steamer, saeire ee and | 
- $29. 


fabri ining dust i 


curtain, fini in green | 
Steamer. rectoanal 
$35. 

















specially priced seasonal values. 


Cuts and 


section captions carry most of the display 


CWA 


PPOSITE page: Small space effectively used 
to feature a few carefully selected values. 
Material is unusually well arranged considering 


limited areas. 


is 
fA ct cite mane ence. - 
) Sulated -- 75 to 100 tbe. —f— na Bath Tub Mop’ {30 “ae -Piece | 
is «three door models. Broom - 
inbGnm, Breakfast Sets) | 
Gibson Porcelain Dish Cloths. large 15 “42 an natural mapke firush ! 
Refrigerators et en Oe ~~ ——_ | 
* 
479.50 to #133 inten ie With decorative st + drop leaf’ 
_ 9824 te $202.80 grades All Linen Dish table and four Windsor type chairs? “a 
}) ~ White por ninum t ee aes ee _ Piece Enameled Brosktest Sets! 
tt. + 2% inch recta | way ee eg e s eo wttt ia variety of color combinations | 
H) 3. 75 to 150 Ibe. ice capacity. $18 Mal ond Tetophene ( $44 grese’*37.50, 
severru CAE EES worm! a severrn CSREES suniine 
ARGE space skillfully utilized to feature 


A Safe Rule for 
Ji 


Use Small Space Regularly and 
Feature Seasonal Items in Wide 
Variety. Try to Increase the 
Bulk Purchase Per Customer by 
Careful Attention to Values. 


By GUY HUBBART 


money for newspaper advertising. And what- 

ever amount of space is used by a store can well 
be divided into two parts, so far as the manner in which 
it is used goes. 

Half of a day’s, week’s or month’s space ought to be 
devoted to promoting interest in seasonal lines, goods 
for which there is normal demand because of weather 
conditions and living habits. Refrigerators, ice boxes, 
ice cream freezers, thermos bottles, outing necessities, 
gas and oil stoves, fireless cookers and electric utensils, 
while useful any time of year are normally needed by an 
extra number of people in torrid weather. And a funda- 
mental of advertising of any kind, but particularly news- 
paper advertising, is that it draws better results when 
normal demand is highest. This is contrary to the old 
belief that the time to spend advertising money is when 
business is slow, but experience and research have amply 
proved that inch for inch newspaper space sells more 
goods when buying activity is naturally good. Also a 
given amount of space builds more prestige or good 
will for a store, hardware or any kind, when customers’ 
needs are at a high peak. This is the reason the larger 
department stores study the daily sales checks and trans- 
actions, keeping records day by day not only of total 
sales but by lines of goods, types of goods and price 
ranges. By consulting last year’s record these stores 
know pretty well which day next week is a good day to 
feature this or that, with fair expectation of good results 
from advertising money spent and space used. As a 
rule, if Tuesday of a given week last year was a day 
of large buying activity for the whole store, or one or 
two departments, it will be as good or better this year 
barring rain, holidays or other special conditions. 

The reason is simple: Each population has certain 
buying habits developed over many years, and the re- 
sponse to certain stores or a certain store reflects these 
habits. For, after all, the business your store gets today 
or your competitors depend on what some hundreds of 
your population need today. 

The purpose of your newspaper ad is to remind your 


A UGUST is a favorable time to spend a little extra 
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WEATHER ADVERTISING 


public of your wares, your special offerings and values. 
There is no magic in newspaper advertising. It does 
not make people buy things they do not need or want. 
All it does, and that is enough, is to guide the pur- 
chaser to your store and values. Advertising is best de- 
scribed as telling. After an ad tells it sells. 


A Season Promotion Ad 


Notice the four columns and headed ‘‘Things for the 
House Inside and Out.” It is a seasonal promotion and 


headings “Clean Up,” “Paint Up” and “Fix Up.” As to 
the amount of matter in the space—copy, captions, cuts 
and items—a little less would have been better so copy 
could have been written out more fully, items described 
more in detail. Still the ad looks pretty good except 
there is too much dense black in the display. Type is 
well managed, so far as set-up goes, but is too small in 
some of the sections. (This ad came in with several 
others from the same store, all with the same excellent 
points and about the same weak points.) (Cont'd on page 88) 





store, and serves two purposes valuable 





run the 9th of July by a big New York 


as object lessons to stores in very 
small cities, if such stores have a daily 
newspaper available. 

The first object lesson is variety. 


There are items featured from 17 dif- Snug iting Fane 
: : Health-O-Meter | SAMOLINE | BROOMS | POLISHES [icv in‘coag : 
ferent stocks or merchandise sections, roti same crn tam | S96 to $125 | Tobey's flues ane WUE 
4 " kitchen. ner vermin — ay 5 
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. . . b . tga } DUSTERS Lemon Oil ; “tt Coe aes ior years even 
tion. This insures catching the eye, Special - - - $13.65 | SPeeDee, HRH| Doicies er — a am 
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attention and interest of a wide range 






of customers. eee e INT UP 
a oor Polisher A 
The second object lesson is timeliness. cee 
é : ‘ peepee PAINTS | VARNISHES {| LACQUERS 
Practically every item is a seasonal one Now De Soto | Pratt & Lambert” Valpar 
BA e e ‘ure | Duce 
—a hot weather need. This insures s29= Cementhide | Valspar | — 
not only good response as far as money KALSOMINE | BRUSHES | ENAMELS 
A Saving ot $13.00 | A —— range | Vitralite 
rs. st results. “61” 


goes, but quick response for people do 
not long hesitate to buy when they see 
something in the ads that they have 
been needing for several days. And 
quick response means a better chance 
for the store to get its share of the 


Complete outfit, in- 
‘cluding 1928 model 





MASTER TAN CHAMOIS $1.25 to $2.50 


be. 
15e to $3.50 








hardware purchases of a population. 
Slow response is costly. 

It is not recommended here that 
stores in cities of 20 to 40,000 popula- 
tion use this quantity of space for one 
day, nor feature so many items. What 
is recommended is that the smaller 
hardware store follow the method used 
in this ad. That is, feature seasonal, 
big demand items rather than a hodge 
podge of a little of everything. 


Comment and Suggestion 


The Miller Hardware Co. ad is four 
columns wide by 12 inches deep, 48 
inches in all and eleven sections of 
items are featured under the general 














SAVE $23.00 
A MOTOR DRIVEN 
BRUSH CLEANER 


at a price you can 
afford 

This same identical 

Cleaner was $62.50 


Then $52.50 


NOW 
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Cold Water Paint Valspar 
PLASTIC | PATCHING SCREEN 
WooD PLASTER WIRE 

Wood in a can, han- | For Breaks in | All Widths. se i 
dies like patty. Hard- | a ag | Lg te “> 3 CED 

1-4 Ib. can, 35¢ | 2% lb pkg. Be Sickle Cages? Underground 

| 
1 Ib. can, $1.00 | 5 Ib. pkg. 45e | Comper _| Garbage Receiver 





OUT OF SIGHT, FLY PROOF, 
ODORLESS, DOG PROOF, 
EASILY INSTALLED 


15 Gallon Capacity, $10. 50 





—so convenient! 


—so dependable! 
—so low priced! 


Copeland 


REFRIGERATION 





FPENDABLEC 


Cyclone Paper 
Burner 


Very rigid con- 
struction. 

Height 2s 
inches. Diamet- 
er 19 inches. 
Your neighbor 
has a Cyclone 
Paper Burner. 
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MILLEN HARDWARE CO. 


1219 Wilmette Ave. 


Wilmette, Ill. 


Phone Wil. 3060-3061 
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JOHN C. ARMSTRONG 











day morning, and you just naturally expect to see 

“Uncle Jimmie. This particular. morning, as many 
another, found him, fingers entwined and thumbs a twiddle, 
at the National Bank corner. 

“Fine morning, Captain!,” I said, offering my hand. 

“Mornin’! Sure is a ‘fine’ one!” 

Observing the heartiness of his greeting, you knew why 
he was “Uncle” Jimmie to the summer visitor as well as to 
the river folk. “Saw your boat,” he added. “Guessed 
you'd be along ‘bout now.” 

“Are you busy, Captain?” It was early summer. Cap- 
tain Jimmie’s shipyard ran true to form. Boats in all stages 
of renovation. Catboats and sloops; cruisers and speed- 
boats. Boats everywhere—except. overboard! And _ boat 
owners can be so unreasonable—when the sun warms up and 
the water sparkles. For ten summers I had heard the 
answer to that same question. I wanted once again to hear 
it; once more to enjoy it—with “Uncle” Jimmie. 

I asked: “Captain, are you busy?” 

“So tarnal busy, can’t get nothin’ done! 

Captain Jimmie’s eyes twinkled. The joke, you gathered, 
was on his customers. 

Curiously enough, “Uncle” Jimmie’s alibi for getting 
“nothin’ done” intrudes persistently upon my thoughts of 
hardware trade relations. Not, however, that the habit of 
being “tarnal busy” is any more characteristic of hard- 
ware than of many another old-time industry. 


erage down Main Street, toward the river, on Satur- 


Basis for Understanding 


Hardware often is cited as an example of an industry 
exceptionally well organized—with State, interstate and 
fational retail associations; jobbers’ and manufacturers’ 
associations. The machinery exists, presumably in a highly 
efficient state, for the promotion of mutual and intermutual 
interests. Thus, in hardware there is an industry-wide basis 
for common understanding; and, more so than in most in- 
dustries, a foundation for encouragement of forethought and 
constructive imagination. 

In comparison with any business on earth, America’s 
hardware industry can take pride in the character, caliber 
and stability of the personnel of its’ various divisions—re- 
tail, wholesale and manufacturing. If personal friendliness 
and decency one man to another, form an industrial asset, 
then hardware has that. asset ! 

So, in the hardware industry we seem to find a set-up 


SERVE [ODAY’S PUBLIC 


in the Way This New Fast-Moving 
Public Wants to Be Served 


By JOHN C. ARMSTRONG 


Donovan-Armstrong Co., Philadelphia, Pa. 


that could and should turn out as fine a product in trade 
relations as is possible on this earth. 
But let us see: 


Troubled Trade Relations 


The hardware manufacturer views gravely the “distribu- 
tive situation.” Impressively he says: “THE JOBBER IS 
NOT MEETING HIS OBLIGATIONS IN SELLING 
OUR GOODS ... IS NOT FULFILLING HIS FUNC- 
TION AS A SALES AGENT... IS GIVING HARDLY 
MORE TIME AND ATTENTION TO OUR LINE OF 
BRANDED SPECIALTIES THAN TO A STAPLE 
SUCH AS NAILS.” 

We find the hardware jobber exasperated: “CONFOUND 
THESE MANUFACTURERS! THEY ARE SELLING 
ALL AROUND US. LOOK AT THEM: WE MADE 
THEM!” 

The hardware retailer has his grievances: “THE JOB- 
BERS AND. THE MANUFACTURERS MAKE ME 
TIRED: ALL THEY WANT TO DO IS TO TAKE MY 
MONEY!” 

Education, even, makes its contribution to the general 
misapprehensions. Professor Economist, Umpty Dumpty 
University, drops a pearl of wisfom: “YES, YES!” he in- 
sists, “HARDWARE DISTRIBUTION BEGINS WITH 
THE JOBBER.” 

There we have a cross section of hardware trade re- 
lations! Manufacturers, jobbers and retailers know how 
representative it may be; how nearly right it is as a pic- 
ture; whether or not “the shoe fits.” 

Taking all sides of the hardware triangle, an observer 
is likely to conclude that manufacturers, jobbers and re- 
tailers are losing sight of their common purpose; that 
mutual misunderstandings largely are substituted for mutual 
interests; that the industry is making progress like a crab! 

Now, I ask, how do they get that way? 

Tell us why the manufacturer thinks that the jobber 
should accept responsibility for marketing the manufac- 
turer’s own branded specialty? The marketing job—in 
distinction to warehousing and distribution of goods, is 
the responsibility of the manufacturer. 

How do jobbers arrive at that pleasant little conceit 
that the jobber “made” the manufacturer—or made any- 
body? Jobber or no jobber, hardware will continue to be 
manufactured and distributed to consumers ! 

How did the retailer get it into his head that the jobber 
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wants /iis money; that the manufacturer wants his money ? 

And will some considerate soul give us a hint as to 
where the professor of economics finds (if he does) the 
fundamentals upon which he bases his support of the dis- 
tributive misconceptions common in the hardware trade 
today? 


Is This the Answer? 


Possibly the following may shed some light upon how 
our understandings and misunderstandings have grown 
up: 

Before we were born, hardware was a great industry. 
Long before we entered the scene; hardware: had organized. 
Its trade divisions were established. Its trade practices 
were worked out. Hardware had settled dawn to its job. 
We accepted things as they were. . . we had no occasion 
to think things out for ourselves. * 

Our jobs were readymadeé. =.Some of us became manu- 
facturers naturally—in much the same way we become Re- 
publicans or Baptists. Others, by natural selection, free 
choice, or Fate, turned up as jobbers. And still others 
of us found ourselves as retailers. 

Wherever we landed, our function was clearly defined; 
our activities definitely limited. As manufacturers we 
concentrated on production—more production, at less cost. 
As jobbers we learned the lesson that man’s chief end— 
if he is a jobber—is to buy; and to buy at greater and 
greater discounts. 

“The consumer ?” 

Who? Oh, yes! There is such a chap out there. But 
what have we to do with him, as manufacturers or as 
jobbers? We are busy! The consumer is the “function” 
of the retailer. Surely! Isn't it the jobber who is the 
manufacturer’s “friend?” And isn’t the retailer the man 
the jobber has to look after? Leave the consumer to the 
retailer. And so we have been leaving a lot to the re- 
tailer. . 


A Manufacturer’s Idea 


“What becomes of the millions of locks you make year 
after year?” I asked a manufacturer. 

“Well,” he considered, “I don’t know.” Then, as an 
afterthought: “I have an idea that our jobber. friends sell 
them to dealers and the dealers in some way dispose of 
them to consumers.” 

The remark was half humorous—but wholly true. The 
manufacturer did not know. He did not care. He had his 
“jobber friends!” 

Later I was to learn that there is much of interest and 
_importance in a study of the consumer angle on locks 

locks a man buys upon his own initiative and for 
which he exercises individual preference at the dealer's 
counter . . . locks specified for him, accepted by him and 
paid for without thought . . . and so on. . All that 
being another story. 


When Ideas. Are Handed Down 


When ideas come to us by inheritance, we are prone to 
accept them without troubling to exercise our faculties of 
reasoning from cause to effect. Especially when an in- 
herited idea first appears to us in the form of results . . 
successful results . . . we are likely to give scant thought 
to the idea itself. How it came about? Why it worked? 

The present hardware generation inherited the idea of 
jobber distribution. The results of that idea were suc- 
cessful—and dominated the distributive situation. So much 
so, that manufacturers largely grew up with a belief in a 
Chinese Wall between the maker and the user of the goods. 
So much so, indeed, that today you find an economist in a 
school of commerce of a great university declaring that 
hardware distribution begins with the’ jobber! 


The manufacturer, absorbed in problems of production, 
is so close to his own business that he may see things in 
shortened perspective. That is not surprising. But it is 
surprising when a trained observer of applied business 
practices fails to recognize the fundamentals upon which 
said practices are based. 


Facing the Facts 


In this article, I am not asking anybody to accept any 
theory of mine. But I do insist that you shall accept as 
facts the known and incontrovertible fundamentals of dis- 
tribution. 

On hearing the story of distribution, at a recent hard- 
ware gathering, as I shall retell it here, an important 
hardware mafiufacturer lifted both hands, declaring, “But 
for a generation our people have been forgetting these basic 
things !” 

Story of Distribution 


.Within the shadow of Independence Hall, a man work- 
ing in a basement made a hand-saw! Near the place where 
Betsy Ross contrived the first flag, a second man hung 
out a shingle—Locksmith! Up close to the northern 
boundary of Philadelphia, in a tiny blacksmith shop, a third 
man forged a hammer! 

The maker of the hand-saw gave that first saw to a 
carpenter to try. Then he made a second saw, a third, 
a fourth. With his saws under his arm he went out and 
sold them to carpenters on nearby construction work. And 
so the sawmaker established his business . . he, himself, 
distributing his product to users! 

The toolsmith, working: in that remote little shop, like- 
wise took his product—his hammers—to users and sold 
them one by one. 

The locksmith peddled the padlocks he made: to his 
neighbors up and down his own street and around the 
nearby corners. 

Man’s need is primitive, for a cutting tool and a pound- 
ing tool. Sawmaker and hammersmith had nothing what- 
ever to do with creating this primitive “demand.” They 
acted only in response to man’s primitive need; they sup- 
plied. simply an already-existent demand. 

Through man’s primitive needs he acquired possessions 
—a saw, a hammer . . a home and what not. There- 
upon he felt a new need: the need for security in his 
possessions. And in response to this new “consumer de- 
mand” the locksmith came into being. 

Saw, hammer and lock are used here simply as rep- 
resentative of tools and hardware. Any other lines in 
hardware will serve as examples.. Or any other industry 
will illustrate the point. Consumer demand is a universal 
principle. A basic thing: original with the consumer. 

You have heard asserted for the press that it leads 
public opinion. You have seen the claim made for adver- 
tising that it creates consumer needs. All bunk! The 
press “goes along” with public opinion. It cannot do any- 
thing else. Advertising crystalizes consumer demand. It 
cannot do anything more. The consumer and his needs 
are always ahead. 

So, now, we can get down to fundamental things, in 
tools and hardware. 

Where does distribution begin? How does it start? 
We have the answer: Distribution begins with the con- 
sumer; it is started by man’s need for things! 


Enter: The Retailer 


Carpenters move from job to job; from city to city. 
Carpenters who bought those first saws told other car- 
(Continued on page 89) 
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This facade would become Michigan Boulevard or any other famous retail street in the land. Leslie E. Cavenar of the C.-R. 
staff is the decorator who keeps the Carthaginians looking; also he scouts among the baseball players and other buyers of 
sporting goods who hold many a huddle in the C.-R. establishment. 


‘Which, Folks, Is Merchandising? 


How Dryden Reynolds, Carthage, Mo., Works Out His 

Hardware Career— ‘We Can't Afford Any Negative Effects 

Around Here,’’ He Declares—His Shrine to Izaak Wal- 

ton Pries Open the Tightest Wallet—Because Women Buy 

“Five Times As Much As Men,” the Main Floor Is Dedi- 
cated Largely to Their Tastes 


By GEO. F. MASSEY, Field Editor, Hardware Age 


HOW cases are absent from the 
main floor of the main store 
operated by the Carmean- 

Reynolds Hardware Co., Carthage, 
Mo. Five other retail hardware es- 
tablishments are owned and run by 
the Carmean-Reynolds company with- 
in a radius of a hundred and fifty 
miles. They, too, are devoid of show 
cases. 

But in the basement of one of them 
at Webb City, Mo., are stored dis- 
carded fixtures to the value of four 
thousand dollars, including fifty feet 
of shelving once considered the “last 
word” in store equipment. Some of 
these cases have expensive Italian 
marble bases, yet they have all been 
thrown out of the Carmean-Reynolds 
scheme of display. 





Not long ago the headquarters | 


store in Carthage moved to a promi- 
nent corner location on the public 
square. That corner would be hard 
for any shopping Carthaginian to 
miss and not a point of its advantage 
is wasted by the C.-R. management. 
Hardware merchandising is drama- 
tized and romanticized at every turn. 

Even down to the front-door han- 
dies. They are of heavy, wrought, 
antique pattern and beautifully sym- 
bolize the ultimate desideratum in 
builders’ hardware. Nine-dollar 
words, maybe, but the Carmean- 
Reynolds people are just as practical 
as they are nifty. The two front 
doors are finished outside in Amortex 
to harmonize with the finish of the 
interior walls. 











DRYDEN REYNOLDS 
His methods have built 


a Missouri - Kansas - 
Oklahoma retail insti- 
tution with six stores 











The soft, light-and-dark tan relief 
of these surfaces resemble those of 
some new mission-style house worked 
out by architects and decorators. 
In short, the Carmean-Reynolds store 
in Carthage is the ideal home for a 
modern hardware stock. No device 


-for keeping it “on the move” is 


neglected. 
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HOW DECORATING WAS 
TAUGHT IN THE C.-R. PAINT 
DEPARTMENT 
One weg ead J Mrs. oo 

Peterson of the Cook Paint & Varnis A; 

Co., Kansas City, was engaged to ay wt lk Gudioocy Mlle. sos: 
teach women of Carthage the prelim- oe ' 

inaries of household art. Plaster-of- : i ' ; : 

Paris plaques and figurines, originally 
white, were turned into embellished 
bric-a-brac for the home. Mrs. Peter- 
son is seen standing next to the paint 

shelves. 





Two glassed-in wall cabinets up 
front are the nearest approach to 
show cases in the place. One of them, 
between the two single door en- 
trances, protects a satisfying display 
of shotguns and rifles. The other, on 
the right as the customers enters, 
shows off a splendid array of. fishing 
tackle. 

Many attractive pieces of plated- 
ware, queensware, etc., are freely 
given over to the public gaze and the 
public touch on the two rows of open- 
display tables, joined at the front by 
a U-shaped fixture. These displace 
the show cases. 

Neat glass partitions, beaded on 
each upper edge so as to hold spring- 
fastened price tags at a visible angle, 
divide the displays logically. Though 
the “cases” have been discarded, the 
“show” has been retained with effec- | 
tive emphasis. 

The Carmean-Reynolds manage- 
ment has achieved open display with- 
out ten-cent implications, though nu- 
merous items thus shown are mod- 
est enough in price. But their mod- 
esty doesn’t hurt their looks. This 
can hardly be said of the impression 
created in the typical chain store. 
Appearance is enhanced by the glass 
partitions. Every piece, every table, 
is spotless. 

“Tt takes time and work to keep 

(Continued on next page) 
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COULD “OPEN DISPLAY” OPEN 
ANY WIDER THAN HERE? 


Six years ago Dryden Reynolds saw fa? fA Sx = CNOCRORONDODOCS oC 











that goods should be shown, with but a.'2 f Bie ANCE CRMnTN 
- : P > ae 449 95 MOGuGE 

a handful of exceptions, so that cus- : Ress 
sf oe TL LEE 
tomers could see and feel the articles if ; 3] a0" 
they were expected to purchase. That j aie ha if of $ seibaessaia Naaan ESnEANS 
makes him a hardware pioneer in : hehe: |S : ’ : ‘i j ae 


this respect and that’s why “open .s j mn. \ . } ti gdatturee a 8 
ae : 


displays openly arrived at” constitute 
a major clause in the Carmean-Rey- 
nolds plan. 


UNDER THIS MAGIC ARCH THE 
FISHERMAN AND HUNTER ARE 
HELPLESS 


Rod-and-gun fans haunt the Carmean- 
Reynolds shrine to St. Izaak Walton 
with all the fervor of devout wor- 
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Which, Folks, Is Merchandising? 


them that way,” says J. —w Rey- 
nolds, active head of the organiza- 
tion,” but we can’t afford any nega- 
tive effects around here.” 

Open display was adopted by Mr. 
Reynolds six years ago, which makes 
him a hardware pioneer in this re- 
spect. All the larger units—special 
merchandise, he calls them—have 
been moved out of the main store 
room into sequestrated departments 
of their own. 


| FRixe each department any Car- 
mean-Reynolds salesman can conduct 
his customer, concentrate on partic- 
ular features and values and get a 
chance for complete attention, some- 
thing almost impossible where the 
merchant prefers “general scattera- 
tion.” 

Such units as radio sets, stoves, re- 
frigerators, fireplaces, Skelgas out- 
fits, etc., are advertised persistently. 
When the prospect comes he or she is 
taken right to the unit and sold with- 
out the handicap of distracting in- 
fluences. Other customers, of course, 
are invited to see the merchandise in 
these special departments. Steel 
goods, handles, surplus paint, wire 
cloth, and so forth, are kept in the 
basement, which is well lighted and 
readily accessible by means of a broad 
staircase. 

Kitchen stoves, ranges, enamel- 
ware, aluminum ware — almost 
everything for the kitchen—are dis- 
played in a department at the rear, 
just off the main floor, but completely 
detached. When a woman is in that 
room she can’t keep much except 
kitchen goods on her mind. Its 
visibility and touchability give her 
_ the itch to possess, which lowers the 

hurdles for the retail salesman. 

Beyond this kitchen merchandise 
department is a room devoted to the 
rougher and heavier items. Most of 
the “agricultural hardware” carried, 
save implements, is to be found here. 
They are adequately housed and dis- 
played in a department of their own. 
Any farmer in search of identical 
equipment would feel at home in this 
room. 

It is obviously a part of the store; 
it is conveniently situated; yet the 
strictly “he” goods shown here are 
not permitted to conflict with the at- 





(Continued from preceding page) 


tractive lines displayed on the main 
floor, which is designed to appeal 
especially to the women. 

“They buy five times as much as 
the men,” Dryden Reynolds declares, 
“and it is not only feminine goods 
that they buy. Nails, lawn mowers, 
hinges, wire cloth—things of that 
sort—are often bought by the lady of 
the house. In nine times out of ten 
she is the family’s purchasing agent, 
whether her husband knows it or not. 

“By the same token we stock and 
display merchandise that particularly 
attracts feminine taste. You can tell 
that from the goods we feature every 
day. Nearly every item on the main 
floor would make a pleasing gift. 
Women are always looking for such 
goods.” 

The Carmean-Reynolds business is 
about a decade old. J. D. (Dryden) 
Reynolds is the general manager. 
Besides the Carthage establishment 
five other retail stores are operated 
as follows: The Joplin Hardware 
Co., Joplin, Mo., managed by L. R. 
Reynolds, brother of J. D.; the Car- 


mean-Reynolds Hardware Co. and the 


Geiger Hardware Co., Webb City, 
Mo.; the Carmean-Reynolds Hard- 
ware Co., Pittsburgh, Kan.; the Car- 
mean-Reynolds Hardware Co., Ok- 
mulgee, Okla. 

There is exactly one way to move 
wheel goods: Keep them abundantly 
and attractively in evidence. That is 
the mercantile belief of Dryden 
Reynolds. He translates it into ac- 
tion by displaying wheel goods the 
year round. 


How fishing-tackle is empha. 
sized! And other sporting goods! 
Up near the front on the right- 
hand side an arch has been fashioned 
in the wall. It is rich, simple and 
“Spanishy.” It would grace any old 
Mission between the Sans—Fran- 
cisco and Diego. Antlers overhang- 
ing the arch. It is the portal of a 
cozy alcove in which the fisherman 





_ store in Carthage. 


and hunter can find tackle and am- | 
munition to his whole heart’s ease- | 


ment. 


Cork-handled rods, lines, floats and | 
| Hardware Association and a leader 


such gear are displayed on a huge 
panel within. A fish with a history is 
mounted nearby. To the right, just 
outside the arch, is a large wallcase 


| 


resplendent with lures, flies, spinners. 
reels and the rest of the tempting 
category. 

Yes, an excellent volume of sport- 
ing goods business keeps rolling in 
and out of the Carmean-Reynolds 
store. Baseball equipment is a spe- 
cialty. Joplin’s Western Association 
team battles with C.-R. armament. 
So does Carthage’s twilight league. 
Three or four thousand dollars’ 
worth of such merchandise—not in- 
cluding guns, ammunition and fish- 
ing-tackle—is moved in an average 
year. 

As in so many other respects, the 
women are catered to in the paint 
department. Carthage housewives 
are familiar with the Carmean- 
Reynolds paint stock and service. It 
doesn’t stop with paints, enamels, 
varnishes, lacquers and stains for 
inside doors, walls and furniture. 
The field of art itself is invaded with 
cash-register accompaniment. 

Paints and other finishes for 
plaques, figurines, oil-cloth, organdy, 
sofa pillows and costume work are 
sold. All interior and exterior paint- 
ing s provided for ; color schemes are 
studied, developed and suggested. 
During the week of May 20, 1929, 


decorative painting was actually 
taught in the Carmean-Reynolds 
store. Mrs. Mabel Peterson of the 


Cook Paint & Varnish Co., Kansas 
City, had been engaged as teacher. 

Some twenty young Carthage 
women were entered in this class. On 
each piece thus decorated under Mrs. 
Peterson’s instruction the customer- 


| pupil paid from 35 to 75 cents for 
| surfacing material. 


Besides, the 
work got her started in a form of 
household art which, from the store 
viewpoint, could mean but one thing: 
Repetitious buying. 

Dryden Reynolds finished school 
at Kansas University ten years ago 
and began merchandising hardware 
in the original Carmean-Reynolds 
That store, from 
a relatively small stock, has grown 
into a veritable institution with five 
retail branches. He is a director of 
the Western Retail Implement and 


in the multiple communities where 
he has contact. In truth, he is a 
hardware coreer. 
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Cleveland Chain & Mfg. Co. 
Adds to Cleveland Plant 


An extension to its Cleveland plant is 
now being constructed by The Cleveland 
Chain & Mfg. Co., Cleveland, Ohio. The 
company’s offices are also being enlarged. 
This expansion is the result of increased 
demand for the company’s products. 

The Cleveland Chain & Mfg. Co. op- 
erates plants in Cleveland, Bridgeport, 
Conn., Seattle, Wash., and Wapakoneta, 
Ohio. 


Zenith Radio Corp. Completes 
New Chicago Cabinet Factory 


The Zenith Radio Corp., Chicago, Ill, 
recently completed a new plan containing 
more than 250,000 sq. ft. of floor space. 
It houses the company’s new cabinet fac- 
tory, in which modern wood working ma- 
chinery, valued at more than a quarter of 
a million dollars, has been installed. It 
is known as Plant No. 3. 

The original Plant No. 1 is devoted to 
the manufacture of chassis, automatic and 
remote tuning devices. The general offices 
have been enlarged and now occupy the 
greater part of the main floor. Plant No. 2 
contains the repair, parts and employment 
department. 


Moore Push-Pin Co. Has Moved 
H. R. Horn to Middle West 


Harold R. Horn, who for several years 
has represented the Moore Push-Pin Co., 
Philadelphia, Pa. in the eastern and 
southern territories, has just been promoted 
to the important position of middle west 
representative, with headquarters in Chi- 
cago. He is already in his new field 

Mr. Horn has had an interesting sales 
experience during his six years’ association 
with the Moore Push-Pin Co. During part 
of his time with the company he was as- 
signed to the New England, New York 
State and eastern Canada territories, and 
during the past year and a half has been 
in the Southern States. 

Several years ago the company sent him 
on a special tour to the Pacific Coast 
studying business and sales conditions, the 
result of which was very interesting to 
a number of eastern manufacturers. 


D. E. Replogle Has Joined 
Veteran New Jersey Merchant 


Arthur M. Griffen, retired hardware 
merchant of Plainfield, N. J., passed away 
on July 25 in the Reading Hospital, Read- 


ing, Pa. He was 77 years of age. 
Mr. Griffen was born in Brooklyn, 
N. Y. In 1865 he came to Plainfield and 


shortly after entered the retail hardware 
business in partnership with a Mr. Curtis. 
It was in 1881 that Mr. Griffen secured 
control of the business and with his 
brother, George M. Griffen, continued the 
store as the A. M. Griffen Hardware Co. 
This retail store became a landmark on 





Front St. in Plainfield. In 1925 a cor- 
poration acquired the business from the 
Griffen brothers and moved the business 
around the corner to Somerset St., as the 
A. M. Griffen Co. A complete history of 
the Griffen store appeared in the July 11 
issue of HarpwarE AGE. Mrs. A. M. 
Griffen survives. 


Salesman Uses Rowboat in 
Flooded City Secures 
Seven Orders at 
Seven “Ports” 

When a salesman resorts to a rowboat 
in order to cover his territory—makes seven 
calls and comes home with seven orders— 
that is good salesmanship! 





Bert Herman, a salesman for the Shef- 
field Bronze Powder Co., Cleveland, Ohio, 
recently made that unique trip and hung 
up this prized record: He arrived in 
a Southern city and found streets flooded, 
so that walking or using an automobile 
was out of the question. Undaunted, he 
secured a rowboat, called at the branch 
office of a paint manufacturer and, together 
with a paint salesman, visited seven stores. 

At every “port” Mr. Herman was able 
to secure an order for his company’s 
bronzes, stencils, carvings and other prod- 
ucts. A local branch manager later ex- 
claimed: “If you can sell seven custom- 
ers out of seven in a rowboat, what do 
you believe we ought to do calling on them 
in automobiles?” Mr. Herman can be seen 
in the photo reproduced herewith, being 
rowed down one of the flooded streets. 





A. W. Klingman Vice-President 
Foster Bolt & Nut Mfg. Co. 


Arthur W. Klingman, for 25 years con- 
nected with the Borne Fuller Co., Cleve- 
land, in an important capacity, has been 
made vice-president of The Foster Bolt 
& Nut Mfg. Co., with headquarters at the 
executive offices in Cleveland. 

The Foster business has been expand- 
ing rapidly in recent years, a plant hav- 
ing been built in Chicago three years ago 
and to which additions are now being 
made. 





G. E. Refrigeration Dept. Plans 
Annual Summer Conference 


Camp Refrigeration Third, the annual 
conference of the General Electric Refrig- 
eration Department, Cleveland, Ohio, will 
be held this year on August 28 to August 
31 at Association Island, Henderson Har- 
bor, N. Y. 

Approximately 275 distributors, guests 
and members of the General Electric Co. 
will be in attendance. Business sessions 
will be held from 9:00 a. m. to 1:00 p. m., 
with P. B. Zimmerman, sales manager of 
the refrigeration department, acting as 
chairman, 

A lively program of entertainment, in- 
cluding shows, trap shooting, golf, sailing 
and other athletic events, is being ar- 


ranged. The theme of the Camp is 
nautical. Each distributor’s organization 
represents a dreadnaught, cruiser, de- 


stroyer or submarine, according to quotas, 
and at the Island, guests and hosts alike 
will be dressed in Navy uniforms. 


D. E. Replogle Has Joined 
National Carbon Company 


Harry S. Schott, general sales manager 
of the National Carbon Co., New York, 
N. Y., has announced the appointment of 
Delbert E. Replogle as sales engineer in 
the Product Development Division. 

Mr. Replogle comes from the Raytheon 
Manufacturing Co., maker of radio tubes, 
the control of production and sales of 
whose product has recently been acquired 
by the National Carbon Co. He is a grad- 
uate of the Massachusetts Institute of 
Technology and is at present chairman of 
the television committee of the Radio Man- 
ufacturers Association. His headquarters 
will be in the New York offices of the 
National Carbon Co. 


William C. Hiener Dead 


William C. Hiener, a partner in the 
Hiener Hardware Co., Wheeling, W. Va., 
died at the North Wheeling Hospital on 
July 23, aged 54 years. 

He was born at Wheeling, the son of 
the late John Hiener, pioneer Wheeling 
hardware merchant, and had spent his 
entire life in that city. William C. Hiener 
became associated with his father’s busi- 
ness immediately after his graduation from 
the Linsley Institute, and with his 
brothers, John A. and the late Louis 
Hiener, had been identified with the busi- 
ness ever since. 

He was active in local fraternal circles 
and at the time of his death was a mem- 
ber of the board of directors of the Elks 
Club. 
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Rich-Con Folks Take a Half- 
Day Off “Just for Fun” 


Once a year the members of the Rich- 
Con Good Fellowship Club quit work for 
the Richards & Conover Hardware Co., 
Kansas City, and make merry; this year 
they celebrated their third annual holiday 
in Fairyland Park, July 18. More than 
300 of the club’s membership and their 
families enjoyed the outing. 

The club is composed of employees of 
the wholesale hardware house. No orders 
were shipped after noon on the day of the 
picnic. Dealers were told why by letter. 

Rich-Con travelers working near Head- 
quarters joined the festivities. These were 
various and frolicsome. Enough household 
hardware was given away for prizes to 
stock a young -store. 

Of course, it was a married woman who 
won the rolling-pin throwing contest, and 
other married women who offered the real 
competition; without previous practice, the 
spinsters didn’t have a chance. Jiggs of 
the comic strip cut out in life-sized card- 
board, furnished the targets; there were 
several of him. 

Seventy-two men entered the putting 
contest, and the club swears it’s going to 
enter the winner in the “Battle of Golf 
Hill,” to be fought next September at 
Excelsior Springs, Mo., under the auspices 
of the Harwdare Golf Association. 

Four or five horseshoe games were in 
progress all afternoon. There were stilt 
races, a baseball game and similar con- 
tests. The prizes varied from lawn mow- 
ers to electric urn sets. 

Among the picnickers was W. E. Cush- 
ing, who has sold Rich-Con hardware on 
the road since 1891. He is the father of 
Charles Phelps Cushing, the writer. 

I. N. Merritt, vice-president of the Grin- 
nell Washing Machine Co., Grinnell, Iowa, 
was a guest. So was Mrs. Merritt. 





Great Potential Business 
Exists for Electrical Goods 


Nearly $25,000,000,000 of potential busi- 
ness exists in wiring, fixtures and appli- 
ances for the dealer in electrical equip- 
ment in the complete electrification of 
homes and farms, according to a chart 
recently exhibited at the Atlantic City Con- 
vention of the National Electric Light As- 
sociation by the statistical committee. 

At the present time the average urban 
home takes barely one-fifth of the amount 
of current which a fully electrified house- 
hold can advantageously use, while the 
average farm takes only one-twelfth of the 
electricity which agricultural surveys have 
demonstrated can profitably be put to work. 
In addition to this, there are still more 
than 3,000,000 urban homes and nearly 
6,000,000 farms which have no electric ser- 
vice at present. 

In order that the homes and farms of 
the United States may be able to use elec- 
tric service to its greatest advantage, $225,- 
000,000,000 worth of equipment is indicated 
in new wiring and fixtures, while a mar- 
ket of nearly $22,000,000,000 is shown for 
in appliances of all kinds ranging from 
heavy farm motors to flat irons and elec- 
tric fans. 














FRANK J. CAMP 


whose regrettable death was an- 
nounced in last week’s issue of 
Harpwake AcE, was, till his passing 
on July 11, the president and gen- 
eral manager of the Brown-Camp 
Hardware Co., Des Moines, Iowa. 
Further information regarding Mr. 
Camp’s life and activity has since 
become available. 

Mr. Camp left Des Moines in 
March for a much needed rest and 
vacation. With Mrs. Camp he visit- 
ed the West coast and journeyed to 
Honolulu. Upon his return he be- 
came ill and was taken to the Cali- 
fornia Lutheran Hospital in Los 
Angeles. There he was operated 
upon for an internal disorder, but 
passed away on July 11. 

Funeral services were held on 
Wednesday, July 17, in Des Moines. 
More than 700 people paid their last 
respects to the executive head of the 
jobbing house. Burial was in the 
Masonic Cemetery in Des Moines. 

Mr. Camp had been actively en- 
gaged in the wholesale hardware 
business for 37 years. He started 
to work as an order clerk for J. D. 
Seeburger Co. Following Mr. See- 
burger’s death in 1901, Mr. Camp, 
together with several other associ- 
ates, organized the Brown-Hurley 
Hardware Co. At that time Frank 
J. Camp was elected assistant secre- 
tary. Mr. Hurley died in 1907 and 
Mr. Camp became secretary and 
general manager of the company, 
which then became Brown-Camp 
Hardware Co. 

On Jan. 1, 1929, Walter S. Brown, 
former president of the company, re- 
tired. Mr. Camp was then elected 
president and continued as general 
manager up to the time of his death. 
He devoted his entire life to build- 
ing up what is considered one of the 
largest and best known wholesale 
hardware houses in the Middle West. 

Mr. Camp was 59 years of age 
and is survived by his widow, a son 
and two daughters. 














Complete Plans Announced for 
Hardware Golf Tournament 


The Hardware Golf Tournament at 
Excelsior Springs, Mo., on Sept. 13, 14 
and 15, will be played according to the 
same rules and regulations as in previous 
tournaments. All players will play 18 
holes on Friday morning as a qualifying 
round. Handicaps reducing to net scores. 
Then flights of 16, A, B, C, D, E, etc. 
will be made up so that all players will 
be matched. Play from then on will be 
at match play, and the first 18-hole round 
will be on Friday afternoon. 

The winners will continue in their flights 
while the losers automatically drop into 
consolation flights and continue to play. 
There will be second and third consola- 
tions, keeping everybody in play through- 
out Saturday and Sunday morning, and 
finally those who were defeated Saturday 
afternoon in the various flights will have 
a further chance in the last chance flight, 
which will be an 18-hole medal play round 
on Sunday morning. The low gross score 
for 18 holes in the qualifying round will 
determine the winner of The Hardware 
Retailer Cup, and may be held by him for 
one year, name and year to be engraved on 
the cup. This cup is played for annually, 
but only becomes the permanent posses- 
sion of anyone who wins it three times. 
Last year’s winner was J. C. Fish, of the 
Sheby Metal Products Co., Shelby, Ohio. 

Flight A, or championship flight plays 
for the Hardware Golf Association trophy, 
the winner holding possession for one 
year; name and year to be engraved on 
the trophy. Last year’s winner was E. E. 
Baldwin, of the Corbin Screw Corpora- 
tion, New Britain, Conn. The winners of 
the above trophies will be entitled, how- 
ever, to choose an additional prize as a 
permanent possession. 

All other prizes will be distributed in 
a manner that has been proved to be 
fair to all. The winner in Class A hav- 
ing first choice, then the winners in B, C, 
D, etc. Then the winner of the First 
Consolation Flight of Class A, followed 
by those of B, C, D, and so on until all 
winners and rynners-up have had a choice 
of prizes. The balance of the prizes then 
go to the low gross and low net scores in 
that order until all prizes are distributed. 
The prize and trophy committee will pro- 
vide as many prizes as possible out of the 
fees received from membership in the asso- 
ciation, and will also be glad to accept 
any trophies or donations of merchandise 
suitable for prizes and will give proper 
recognition to the donors. Last year a 
total of 71 trophies and prizes were dis- 
tributed. 

For those leaving from Chicago, special 
Pullmans will be provided on the C. M., 
St. Paul & Pacific Railway, leaving Thurs- 
day, Sept. 12, at 6 p. m., Standard Time, 
from the Union Station. This train goes 
direct to Excelsior Springs, arriving there 
at 6.45 a. m. Reservations for this train 
can be made through the secretary, also 
room reservation with bath or shower at 
the Elms Hotel, Excelsior Springs, Mo. 
The address of secretary, R. A. Sundvahl, 
of the Hardware Golf Association, is 321 
West Randolph St., Chicago, Ill. 
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Summer Trade Satisfactorily 


Steady in Hardware Field 


New YorK, July 30.—Steadiness in sales volume for this time of 
the year characterizes the reports this week from important market 


centers. 


Seasonal lines of hardware are continuing to be in de- 


mand even though they are slightly diminishing. ° 
The grain raising sections of the country report some crop set- 
backs due to continued dry weather, but other crops in these dis- 


tricts are more reassuring. 


Steel mills are showing less unfilled orders, although they have 
been operating at near capacity throughout the month. Employ- 
ment figures are still at a very satisfactory level. 


Prices are showing very little change at this time. 


average fair. 


Collections 





Price Average Still Gains Says 
Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on July 21 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98.8 per cent. 
The June average was 97 per cent. The 
purchasing power of the dollar was 101.2 
cents on a 1926 basis of 100 cents. The 
June average was 103.1 cents. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
91.5. The June average was 90. 

The Italian index on the revised 1926 
basis for the week ended July 13 was 73. 


New York Building Contracts 
Show Sharp Gain in Week 


During the week July 13 through to 
July 19 there was a total of $42,391,200 
worth of new building and engineering 
work contracted for in the metropolitan 
district of New York, according to F. W. 
Dodge Corporation. The week’s total vol- 
ume of contracts awarded was more than 
twice the amount for the preceding week 
and also for the corresponding week of 
a year ago. 

Analysis of that week’s construction 
record showed the following important 
classes: $20,883,500, or 73 per cent of 
the total, was for commercial buildings ; 
$5,370,100, or 13 per cent, for residential 
buildings; $2,490,000, or 6 per cent, for 
educational buildings; $1,975,200, or 5 per 
cent, for public works and utilities. 

This week’s total of construction con- 
tracts awarded was the largest since the 
second week of April, 1929. 





Wholesale Commodities Continue 
Price Advance 


Wholesale prices of commodities during 
the week ending July 20 continued the 
advance of recent weeks with an advance 
of 8 per cent over the previous week and 
a total of 2.7 per cent since June 1, ac- 
cording to the price index of the National 
Fertilizer Association. For the week 
ended July 20 the index stood at 98.7 per 
cent of the three-year base, 1926-1928, and 
was at the highest point since Oct. 6, 
1928. The number of advances was 35 
and that of declines 14. Six groups showed 
advances and only three declines. The 
largest advances occurred in grains, feeds, 
fats, other foods and cotton. The largest 
declines occurred in petroleum, gasoline 
and ammonium sulfate nitrate. 


Revenue Freight Loadings Rise 
39,707 Cars in Week 


Revenue freight loading for the week 
ended on July 13 totaled 1,064,632 cars, 
or an increase of 39,707 cars over the 
corresponding week last year, the car ser- 
vice division of the American Railway 
Association announced on July 23. 

Compared with the preceding week this 
year, when loadings were reduced owing 
to the observance of July 4, the total for 
the week of July 13 was an increase of 
155,800 cars. 

All districts reported increases in the 
total loading of all commodities compared 
with the same week in 1928 and also 1927, 
except the Southern, which reported a de- 
crease compared with the corresponding 
weeks in the two preceding years. 





Employment Shows Gain in 
Month as Farms Give Work 
to Many 


The month of June saw a material re- 
duction in the volume of unemployment 
previously reported among the unskilled 
laborers and road construction, under way 
in practically every State of the Union, 
has absorbed a large number of men, who 
will be steadily employed for the next 
several months, according to the Indus- 
trial Employment Information Bulletin 
issued on July 20 by the Department of 
Labor. 

There has been a large increase in the 
demand for farm help, and thousands of 
additional workers were employed in con- 
nection with the grain harvest that started 
in the wheat belt, the bulletin stated. 
Building and large construction projects 
in various parts of the country also ai- 
forded employment for large numbers of 
skilled and unskilled laborers. 

One of the remarkable disclosures in the 
survey of the employment situation during 
the month, the bulletin added, was the high 
rate of production and employment main- 
tained in the iron and steel industry, which 
worked on a more than satisfactory basis 
considering the season of the year. Large 
forces were employed in the plants manu- 
facturing automobiles and accessories, and 
while there was some curtailment of op- 
erations in this industry, which is usually 
apparent in June, it was hardly perceptible 
compared with previous years. 

The shipyards, particularly those located 
along the Atlantic Coast line, engaged 
additional skilled and unskilled workers 
during the month, while the plants manu- 
facturing airplanes and motors and other 
accessories also reported an increase in 
employment. 


Sustained Industrial Output 
Forecast by Statisticians 


“The past half year established a new 
high record in industrial production and 
trade in the United States and the current 
rate should continue without serious let-up 
for some time to come,” according to the 
July report of the Conference of Statisti- 
cians in Industry, operating under the au- 
spices of the National Industrial Confer- 
ence Board, New York. “This achieve- 
ment is all the more remarkable because 
it was brought about in the face of ex- 
tremely unfavorable money conditions, an 
unsettled agricultural situation, a decline in 
building construction, and a depressed con- 
dition in the hide and leather industries.” 

The report emphasizes especially the 
favorable balance between production and 
consumption. 
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Chicago Business Retains an Even Keel 


—Prices Are Little C 


(Chicago Office of HARDWARE AGE) 


CHICAGO, July 30.—Sales with Chicago hardware wholesalers 


continue to maintain very satisfactory levels. 


Staple lines are in 


active demand. Future orders, being placed for all delivery aggre- 
gate a healthy volume and seasonable merchandise is moving at a 


lively rate. 


Preserving and canning equipment, sporting goods, vacation and 
touring needs, bottling supplies, ice-cream freezers, water coolers, 
electric fans, fishing tackle, garden hose, lawn goods, fruit presses 
and insecticides, are among the prominent lines represented in cur- 


rent orders. 


Prospects for the future are much brighter than for sometime. 
Harvest prospects in the Middle West are reported as fine and prices 
are soaring. The key industries are in excellent condition and the 
stock markets are large and unusually buoyant for this time of the 


year. 


All of these factors are expected to chronicle more favorable 


trade winds during the coming fall and winter seasons. 


Prices are fairly steady. Higher 
prices are predicted for 1930 on brass 
‘!awn goods and hose fittings. Some 
weakness is apparent in window glass 
prices, although local jobbers consider 
glass a good buy at prevailing figures, 
if the dealer can secure a guarantee 
against declines. Competitive lawn 
mowers will be lower in price next sea- 
son. The reductions will probably 
range from 15c. to $1.25 on popular 
priced types. The new prices for 1930 
will be about as quoted herewith. No 
price revisions were made and none are 
contemplated on high grade mowers. 
Unconfirmed rumors persist at this 
market of price cutting on nails in local 
mill shipments where the tonnage in- 
volved is heavy enough to warrant the 
shading of prices. 

The steel industry in the Chicago dis- 
trict continues to maintain production 
at near plant capacities, with no indica- 
tions of any pending curtailment of the 
high output. Steel prices are steady. 

Collections continue to show improve- 
ment over a year ago. 


AUTOMOBILE ACCES SORIES.— 
Sales of tires and tubes are rather light 
for this season. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular 58c. each; Cham- 
pion X, 45c..each; Champion Blue 
Box line, 58c. each; A. C., 58c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spit snente. —Appleton, No. 3280, 
$6.50 eac 

+ Fey skid dozen pair lots, 
35 per cent discount. 

Jacks. a Standard No. 21, 
$1.30 each 

1% 


Pumps. —Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy ag | oversize, $6. 50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x “ $11. 50: Mansfield double 


in., cylinder, 





service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.5 
each; 30 x 344 Liberty, $1.05 ahah: 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 


BASEBALL GOODS.—Sales are taper- 
ing off as the season progresses. Steady 
prices prevail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Louisvilk Slugger Bats, $18.00 doz.; 
Official League Balls, Goldsmith No. 
97. $16.50 doz.; Goldsmith Double- 
play Fielders’ Glove (Horace Ford 
and Hughie Critz), $6.00 each; Gold- 
smith Bear Cat Special Fielders’ 
Glove, $2.35 each. 

Indoor Baseball.—Outseam, 12 oz., 
$6.75 doz.; Outseam, 14 9z., $8.75 doz.; 
Playground, 12 oz., $4.00 doz.; Flat 
seam, 14 oz., $7.00 doz. 


BICYCLES.—Demand is good, especial- 
ly for popular priced bikes. Unchanged 
prices have prevailed all season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Double Bar Motor - Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 


BOTTLING SUPPLIES.—Demand is 
improving with the warmer weather. 
Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 151%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles 
$5.00 gross. 


BUILDERS’ HARDWARE.—Demand 
is moderate. Price cutting on butts has 
entirely disappeared. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 


per doz. pair. 4 x 4 steel butts, old 
copper or dull brash finish, $3.00 per 





nanged 


doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


CARPET SWEEPERS.—This line is 
excellent demand at steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


rs 


n 


Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 


Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN.—Local jobbers have lately fol- 
lowed recent manufacturers’ advances 
on coil pound chain. The new prices 
are being well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
-in. Proof coil chain, $11.00 cwt., 
wane: trade marked coil chains, 
40-10 per cent off list. 


COPPER RIVETS AND BURRS.—De- 
mand is about normal and prices are 
firm. 


JOBBERS’ rab ery 3 TO RE- 
TAILERS, F.O CHICAGO: 

Copper rivets" Tad burrs, 30-10 per 
cent discount. 


ELECTRICAL MERCHANDISE.— 
Fans and electric irons are very active. 
Other items are moderately active. Un- 
changed prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Electrical Merchandise.—No. 14 
rubber covered wire, $7.25 per 1000 ft.; 
in less than 1000 ft. lots, $7.50. No. 18 
lap cords, $11.25 per 1000 Tt;; in 1000 
ft. lots, $10.50; %-in., brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 714c. each; dry cells, 
boxes of 55, 32%c. each; less than 
case lots, 35c. each. 

Electrical” Appliances.—Irons, Hot 
Point, $4.20; . lots of six, $3.90; 
Sunbeam, $5; in lots of six, 3 75; 
Percolator, Universal, 9169, $16.65. 

Electric Fans.—6 in. Polar Club, 
$2.75 each, lots of 12, $2.65; 8 in., 
Polar Club, $3.20 each, lots of 12, 
$3.05; 10 in. Oscillating Cub, $7.00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating Northwind, $10.50 
each, lots of 10, $10.13. 

\ Supplies.—Radio B batteries, 

779 E, $1.40 each; case lots of 5, 
$1, 30; No. 770, $3 each; packages of 

$2. 80; No. 771, $2.06 6 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of .97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
i. + 20; UX-227, $1. 50: UX-171A, 
$1.3 UX-250, $6. 60 each; UX-245, 
$2. 10° each; UX- 224, $2.40 each, 


FISHING TACKLE. — Demand con- 
tinues heavy, with sales at peak levels. 
No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Bronson’ Level Winding Reels, $1.50 
each; Meisselbach Level Winding 
Reels, $3.00 each; Heddon Chief 

















Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno, Dis- 
play on cards, $2.00 card; Creek 
Chub Pike Minnow Assortment, $1.00 


ast.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
Injured Minnow Assortment, $2.00 
asst. 


FRUIT PRESSES.—Sales have re- 
ceived a nice start and prices are 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

4 qt. tinned cylinder, $3.25 each; 6 
qt., $4.00 each; 12 qt., $6.00 each; 
fruit presses, wood tubs, No. 0, $3.90; 
Wo. 1, $7.40; No. 2, 33.75; No. 3, 
$15.00; No. 5, $24.50. 

GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Demand is excellent. Manu- 
facturers who advanced prices when 
copper was 24c. have reduced them to 
18c. basis. This brings their quota- 
tions to figures about 12% per cent 
higher than the opening prices of last 
year. As a result jobbers’ prices will 
be higher, as many of them ignored the 
previous advances of manufacturers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Good quality molded garden hose, 


two braid, %-in., 7c per ft.; %-in., 
8c. per ft. Molded hose, one braid, 
5g-in., 6%c. per ft.; %-in., 744c. per 
ft. Five-ply, wrapped hose, %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in. 
high, $24 doz. Crown Ring sprinklers, 
$6.80 doz.; Crescent sprinklers, $6.50 


doz.; Whirling Fairy sprinklers, $10.00 


doz.; Flaring Rose sprinklers, $3.80 
doz.; Peoria Nozzles, $4.50 doz.; 
Rainboy Nozzles, $4.35 doz.; Gem 


Perfect clinching 


Nozzles, $5.25 doz.; 
Perfect clinch- 


couplings, $2.10 doz.; 
ing menders, 80c. doz. 


GLASS AND PUTTY.—Sales are 
heavy. Prices are fairly steady. Fall 
business is being taken. Jobbers are 
recommending that dealers buy now if 
they can secure a guarantee against de- 
clines. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount, single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount, double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 lbs.; 
commercial, $3.15 per 100 Ib. 


GOLF GOODS.—Sales are holding up 
well. Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 


set), $36.00 set: Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—Sales 
here have been at an increase over re- 
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cent seasons, with special volume on 
nail hammers to retail at $1 to $1.50 
each. Prices as last reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


ICE CREAM FREEZERS.—Demand is 
heavy and sales are near peak levels. 
Prices are steady and unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain.—1 
at., $5.65; 3 qt., “ 
qat., $10.45; 8 qt., $13.50; 
12 qt., $21.55; 15 qt., $25.60 
$33.20; 25 qt., $42.60. List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 


Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 at., 
$11.10. List prices. Dealers’ dis- 


count on Arctic freezers is 50 per- 
cent from list. 
Alaska-Grey Goose.—1 qt., $3.60; 2 


qt., $4.20; 3 qt., $5; 4 qt., $6.15; 6 at., 
$7.80; qat., $10.10; 10 gqt., $13.50. 
List prices. Dealers’ discount on 


Alaska-Grey Goose freezers is 33% 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. List prices. 
Dealers’ discount on Auto Vacuum 
freezers is 33% per cent from list. 

Acme.—2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net: 4 qt., blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Current sales are 
tapering off and the active selling sea- 
son is about over. New prices for next 
year will be about as indicated; 1930 
competitive mower prices show reduc- 
tions ranging from 15c. to $1.25. No 
changes were made and none are con- 
templated on high-grade mowers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
16-in. ball bearing, 5 knife, 11-in. 
wheels, $12 each; 16-in. ball bearing, 
4 knife, 10% in. wheels, $9.10 each; 
16-in. ball bearing, 4 knife, 10-in. 
wheels, $6.50 each; 16-in. ball bearing, 
4 knife, 8-in. wheels, $5.50 each; 16-in. 
plain bearings, 3 knife, 8-in. wheels, 
$5.00 each. 


NAILS, WIRE AND STAPLES.—A 
satisfactory condition continues here, as 
to price and selling volume. No recent 
changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base, 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 
No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 1lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 Ib.; polished fence staples, 
$3.55 per 100 Ib. 


PAINTS AND OILS.—Sales are about 
normal for the season. Prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 
Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 
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Denatured Alcohol.—Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 


Hag = gua -—Drum lots, 73c. per 
ga e 
White Lead.—100 lb. kegs, : - 


cwt.; 50 lb. kegs, $13.75 cwt.; 25 1 
kegs, $13.75 cwt.; 12% lb. kegs, sii 


Shellac (4 ib. cuts).—White, $2.58 
per gal. in barrel lots; orange $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%c. per lb.; in 100-lb. lots, 6%c. 
per 
~~ Paste. —Barrel lots, 7%c., per 


PREPARED ROOFING.—Sales volume 
keeps very active, with recent higher 
prices well established. 


JOBBERS’ Serene TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade po surfaced, pre- 
pared roofing, $2.35 per square; ’medi- 
um grade, slate surfaced, $2.15 per 
square; best grade, tale surfaced, 
$2.10 per square; medium grade tale 
surfaced, $1.50 per square; light 
grade talc surfaced, $1.05 per square; 
red rosin sheathing, $50 per ton. 


PRESERVING EQUIPMENT.—Season 
is on in full blast, with an excellent de- 


mand prevailing at present. Prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICA 
Super-Sieve Special, $8. O5 doz.; 
Colander strainer Special, $3.60 doz. 


ROPE.—Market here is steady on the 
leading brands of known quality. Im- 
ported rope sold on price can always 
be found at low prices where service re- 
quirements are light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, base, 
22c. per Ib.; ‘No. 2 manila, 20c. per 
Ib.; finest sisal, 15c. per Ib.; No. 2 
sisal, 14%c. per Ib. 


SASH WEIGHTS.—Sales continue very 
satisfactory. No change in values. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 


SCREWS.—Prices announced March 1 
still continue. Selling volume about 
normal, 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 37% per cent; round 
head brass, 321%, per cent. Larger 
orders 10 per cent less. 


SCYTHES AND SNATHS.—Demand is 
excellent. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.; 
bush snaths, $16.00 per doz. 


STEEL SHEETS, FLAT OR CORRU- 
GATED.—Fair demand continues, at no 
change in prices. The reduced (% of 
1 per cent) cash discount offered by the 
sheet mills is still generally protested. 
and disregarded by hardware distrib- 
utors. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

24 gage galvanized sheets, $4.90 per 
100 lb.; 24 gage black sheets, $4.05 
per 100 Ib. 


WHEELBARROWS.—Sales are normal 
it steady figures. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu. ft. capacity, $6 each, 
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July Was Moderately Satisfactory Month 
with Pittsburgh Jobbers 


(Pittsburgh Office of HARDWARE AGE) 


PITTSBURGH, July 30.—Jobbers in this district have found July a 
moderately satisfactory summer month, considering business in the 
aggregate, as no lines have been exceptionally active and movement 
of goods has been well diversified. Weather conditions have been 
ideal for most of the seasonable lines and retailers who do a large 
business in vacation and outdoor goods have had a very good month. 
Other specialty lines, not always classified as hardware are quiet, 
with automobile tires and tubes rather disappointing in spite of re- 


yorted improvement from some quarters. 


Radio batteries and ac- 


cessories are also dull and the same might be said of mine supplies. 
Business of jobbers is now confined largely to staple products 


which are not influenced by seasonal variations. 


Farm tools, in- 


cluding hay forks and hoes, are moderately active and movement 
of garden and lawn tools, although gradually declining, is still of 


fair proportions. 


There is still occasional business in screens and 


wire cloth and demand for bolts, nuts and rivets, miscellaneous tools 
and other products is holding up steadily. Builders’ hardware con- 


tinues quiet. 


Fall prices are beginning to be re- 
ceived by local jobbers. Reductions in 
a leading line of ventilators have been 
announced and decreases in quotations 
on stove pipe and stove pipe elbows are 
reported. Prices on galvanized wire 
rope clams have been reduced and a re- 
adjustment in the schedules on elec- 
trically welded machine chain has come 
to local jobbers. Linseed oil has been 
advanced and is now quoted at 13%c. 
per lb. in barrel lots. Further weak- 
ness has developed in jobbers’ prices to 
retailers on wire nails, and, although 
the market is still quotable at $2.90 to 
$3 per keg, $2.85 is reported to have 
been done. 

Steel mills in the district have main- 
tained their near-capacity operating 
rate, although the tendency toward cur- 
tailment is becoming stronger in some 
departments. Specifications have grad- 
ually declined during the month, and 
unfilled orders as of Aug. 1 will un- 
doubtedly show a considerable decrease 
as compared to July 1. Price weakness 
has also become more pronounced, nota- 
bly on sheets and strips. The market 
on galvanized sheets has declined from 
3.70 per lb., Pittsburgh, to 3.60c., and 
the jobbing trade is able to buy this 
material at 3.50c. Black sheets have 
also declined $2 a ton and are now fair- 
ly represented at 2.85c., Pittsburgh. 
Blue annealed sheets, No. 10 gage, are 
weaker as a result of competition from 
continuous strip mills, although makers 
of the jobbing mill product are refus- 
ing business at less than 2.20c., Pitts- 
burgh. Tin mill black plate is also ir- 
regular, now quotable at 2.90c. to 3c. 
On cold-rolled strip the higher asking 
price on small lot business has disap- 
peared and the market is quotable at 





2.75c., Pittsburgh, with occasional re- 
ports of concessions from this figure. 
In the immediate Pittsburgh district 
prices on wire nails seem to be no lower 
than the regularly quoted price of 
$2.65 per keg, but weakness in outside 
district is more pronounced. 


AUTOMOBILE TIRES AND TUBES. 
Demand is generally considered unsat- 
isfactory for this time of the year, but 
prices are well established at recent 
levels. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield tires, 4 plv balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50; 


$8.25: tubes, $160: 29 x ‘4.7: 5, $9.55 
tubes, $1.70; 29 x 5.00, $9.90; Gees. 
$1.75; 30 x 50, $10.20; tubes, $1.8 

31 x 5.00, $19.65 tubes, $1.85; 32 “ 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes $1.85; 30 x 5.25, $11.90; 
tubes, $2.00: 31 x 5.25, $12.25; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 


Same, 6 plv, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00 $16.15 tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 


Tire display racks, $10.00 each. 
Prices in all instances are each. 


BATTERTES.—There is some move 
ment of flashlight batteries, but the cal’ 
for radio dry cell units is gradually 
tapering off. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 





Broken Unit 

Packages Packages 
REE St) Chen chs wa si $2.22 $2.06 
TE Societe enes sens 3.20 2.97 
eR ae ee 2.06 1.92 
oo  ), Re er re 2.00 2.80 
Ss EE Tekan etean sence s 1.32 1.14 
oe) a 42 39 
4g eer 1.05 .97 
Oe ey ee 1.40 1.30 
ae, Sean 1.40 1.30 
gs I ee eee 2.06 1.92 
UE cc esecaakeesews 1.93 1.79 








No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
935, 6%6c. 


Flashlights.—No. each; 


No. 950, 6%c.; No. 790, 13c.; No. 705, 
19%c.; No. 750, 1316¢.! No. 791, 13c. 
$ Hot Shot.—No. 1461, $1.67; No. 1661, 
2.37. 


BOLTS, NUTS AND RIVETS.—De- 
mand is steady, but usually for smali 
lots. Prices are well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list, tire bolts, 60 and 10 per 
cent off list. 
me. Nuts.—All styles, 


Rivets. —Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—This line 
is reported to be slightly more quiet 
with some jobbers, and they nearly all 
find the aggregate business for the sea- 
son unsatisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
ang in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; fs a 
Hinges. —Heavy strap, in. 
per doz.; 8 in., — 10° in 
extra heavy T, "6 i $2.30 p 
8 in., $3.40; 10 in., "$b. 40; light strap, 
with’ screws packed one pair in a 


50 per cent off 


box, 3 in., * 60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 


Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
310 per doz.; 4% in., $1.14; 6 in., 
1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets. —Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


FARM, GARDEN AND LAWN.—De- 
mand for garden and lawn tools is grad- 
ually taperifig off, although there is 
still a fair movement of small order 
business. Farm tools are more active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lawn Rollers.—No. 2, 175 1b., with 
water, $8.55 each; 4 b 
$10.15; No. 5, 265 1 
420 lb., $1 4.60; No. 9, 

Garden Hose.—250 to 500 ft. coils, 
¥% in., 716c. to 9c. per ft.; % in., 8c. 
to 10%c.; % in., 9c. to’ 12%c.; in 
50 ft. lengths coupled, 1%c. per ft. 
higher; nozz!es, Gem, $5.50 per. doz.: 
Diamond, $4.50 doz.; Giant, $3.25 per 
doz.; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect hose 
members, 25c. per doz.; hose nipples, 


$2.40 per doz.; hose adapters, $2.25 
per doz. 
Forks, Rakes and Hoes.—Manure 


$13.63 per doz.; No. 
spading forks, No. 84, 
No. 72, $14. 28; —— 
= No. yo "$5. 64 per doz.; No. 512 

$8.64; No 4, $9; lawn rakes, No. 
124R, $5. 50 ae doz. field hoes, $6 per 


forks, No. 31, 
41, $15.24; 
$10. 80 per doz.; 


doz. 
Barrows. os tte No. oe a - 
each: No. $4. 75: No. 83, 


84, $7.75; Ne’ 45, $4. 50 No. 35° *§5. ve: 
No. 25, $6.25. 
$1.40 per 
No.803, 90c.; No. 809, $2: 


Trowels.—Garden, eA 
doz. 
100, $3.50; No. 85, ’80c.; ; No. ‘on ise 
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Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 
German, $3.60; English, $7. Shears, 
No. 360, $3 per ga oo. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 530, 
$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 
doz. No. O, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in. blades, $1.25 to 
$1. 75 each; 9 in., $1.40 to $1.90; 10 in., 
$1.60 to $2. 

Pruners.—Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
dale, $1.35 to $1.65; McKinney, $2.60 
to $3.60. 

Sprinklers.—Ring, 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1.25. 

Sprinkling Cans. —Galvanized, 4- 74h 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.5 
10-qt., $8.40. 

Lawn Mowers.—12 in., $5 to $8. 
each; 14-in., $5.25 to $13; 16-in., $5. a 
to $13. 50; 18- -in., $8.50 to $14; 20- -in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures,. 1-lb. 
papers, 24c. per lb.; in 100-lb. drums, 


l4c. per Ib.; arsenate of lead, 1-lb 
papers, 22c. per lb.; in 100-lb. drums, 
16c. per Ib. 


MACHINE CHAIN.—Prices on elec- 
trically welded machine chain have been 
readjusted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

No. 20, $6. 75 per 100 fi 3 No. 30, $7.00 
per 100 ft.; No. 40, 75 per 160 i; 
No. 50, os 50 per 100 ft: ; No. 60, $13. 00 
per 100 f 


MISCELLANEOUS TOOLS. — Move- 
ment is fairly steady, but there is no 
unusual activity. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325; 5 ft., $5.40; 5% ft., $6; 6 ft., $7. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 

Files. —Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list 

Garage sels 29 43, $2 each; No. 
4316, $3; No. 44, $5. 


PAINTING SUPPLIES.—Movement of 
paints is keeping up fairly well, but 
the peak demand for the season is 
passed. The linseed oil price has again 
been advanced, and is now quoted at 
13%c. per lb. in barrel lots. White lead 
and turpentine are unchanged. _ 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per lb. in 
100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 64c. per gal., in barrel 
lots, raw linseed oil, 13%c. per Ib. in 
barrel lots. 





SASH WEIGHTS.—This line is quiet, 
and prices are unchanged at $42 a ton, 
f.o.b. Pittsburgh. 


SCREEN WIRE GOODS.—A fair move- 
of screen doors and windows and wire 
cloth keeps up, but this activity is 
mostly in the form of refill orders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 _— $2.10; bronze, No. 14 mesh, 


Screen Doors.—2 ft. 8 in. x 6 ft. 8 
n., No. 241, $18 per doz.; No. 288, $24; 
No. 457-G12, $22; No. 315-B14, $42. 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33, 
$3.85; 18- '33, $4. 40; 24-33, 10. 

Hardware Cloth.—24 in. x 48 in., 
No. 4 $4 per 100 sq. ft.; No. 3, $4.30; 
No. $4.65; No. 6, $5; No. 8, $5.50. 

Poultry Netting —Galvanized after 
weaving, 50 and 10 per cent off list. 


SHEET METAL.—Demand is quiet at 
unchanged prices, the quotation on cop- 
per being 27%4c. per lb., while sheet 
zine is holding at 11%c. 


SHEET STEEL.—A fairly good de- 
mand for galvanized sheet products for 
this time of the year is reported. Job- 
bers’ quotations are unchanged in spite 
of lower mill prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Black sheets, No. 24 gage, in lots of 
1 to 9 bundles, 4.15c. per Ib. 
Galvanized sheets, No. 24 gage, in 
lots of 1 to 9 bundles, 4.80c. per Ib. 
Light Plates, blue annealed, No. 10 
gage, in lots of 1 to 9 bundles, 3.45c. 
per Ib. 
Blue annealed sheets, No. 13 gage, 
in lots of 1 to 9 bundles, 3.60c. per 


co corrugated sheets, No. 

28 gage, 2% in., $4.43 per square. 
STOVE PIPE.—Jobbers in this terri- 
tory have received new prices on the 
Lustro line of stove pipe and stove pipe 
elbows, which amount to substantial 
reductions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Lustro stove pipe, 3-in. $6.75 per 
doz.; 4-in. $7.50 per doz.; 5-in. $9.00 
per doz.; 6-in. $10.50 per doz. 

Lustro stove pipe elbows, 3-in. $4.50 
per doz.; 4-in. per doz.; 5-in. 
$6.50 per doz.; 6-in. $7.75 per doz. 


VENTILATORS.—Price reductions in 
leading lines have been received by lo- 
cal jobbers. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Continental line: De- Fiekt - Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.75 per doz. net. Continental 





ventilators, No. 
V-923, $2.00; No. 
No. V-949, $3.75; No. 
No. V-1537, $3.45; No. 
per doz. NET. Conti- 
nental metal frame cloth ventilators. 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; No. 1145, $4.40; 
No. 37 , 00, and No. 1445, $5.60 
per doz. NET. 

Wurldsbest Ventilators, No. 2, $2.50; 
No. 3, $3.00; No. 4, $3.50; No. 5A, 
$4.00; No. 6A, $4.753 No. 6B, $5.00, 
and 6C, $5.50. These are LIST prices 
per dozen and subject to a trade dis- 
count of 33% per cent. 


WIRE PRODUCTS.—Little activity is 
reported in the products listed under 
this classification. Nail prices out of 
jobbers’ stocks are decidedly weak, busi- 
ness having been placed at as low as 
$2.85 per keg. However, this is ex- 
ceptional and nails are still quotable 
at $2.90 to $3. 
JOBBERS’ QUOTATIONS TO RE- 


wood frame 
V-836, $2.00; 
V-937, $2.20; 
V-959, $4.40; 
V-1549, $5.00 


cloth 
No. 





TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 
per 100 lb. Annealed Galvanized 
No. 6 to 9 gage....$3.00 $3.45 
Yo. 10 3.05 3.50 
‘ - 3.10 3.55 
v - 315 3.65 
+ 3-20 3.80 
- 3.35 4.00 
3.55 4.30 
DS oiaiaacae cooler aidleiae, eel 4.55 
Barbed wire (per 80-rod spool): 
SORE CATE 6iivsice cease dc ass neislas $2.97 
SWORE OG civ nis cde cccccsaaedes 3.18 
S-POUNE AOR 6. oockc csvecisoncesvec 3.43 
S-GTNE CRUE oii. caccscwienwe ses 17 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
ods 
TOMISORD © cisisinds cmquestatisanancse $39.80 
SOS icniiicacalawscslanwoeseman ee OMe 
RAE Colas a ccaecielntiemesineaDtaness 27.70 
Po bxcdvncmesea cbade nc aesare 37.00 
I ais aus laierns aia ewrekaiaaielie ae 35.80 
iss as arncnecduwsneccneeels 49.20 
gy and rabbit (No. 14% sage): 
We Bee ci Secwtecaecescnecacsade 
No 1948 STE eee err ree 34:00 
INGe es Sis bra darcalseaie seneae sees 49.50 
Smaller mesh: 
TR Bi cas Winioe cereeas mamminaaag $37.00 
Ge ss ds lao croton tocasinns. waa 44.50 
IW MO via a Worcs oele cere eae 
INO; HEGtE. sa shcnscekekswe actineene 60.00 
Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 
icwtia gavage 50c. each Kuaecuaee 
ag St. Srenaravevaiacoces 55¢e. each 38c. each 
| err 65c. each 40c. each 
tye ae ARE EEN SS: 45c. each 
base, per keg, $2.90 


Bright nail, 
to $3. 
WIRE ROPE CLAMPS.—A leading 
maker of galvanized wire rope clamps 
has announced an advance in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Bulldog galvanized wire rope 
clamps, 5/16-in., $3.60 per 100; %-in., 
$4.80 per 100; %4-in., $7.75 per 100; 
5g-in., $9.60 per 160. 





HE TOOK NO CHANCES, BUT— 


E brushed his teeth twice a day with a nationally 


advertised toothpaste. 


The doctor examined him twice a year. 
He wore his rubbers when it rained. 


He slept with the windows open. 


He stuck to a diet with plenty of fresh vegetables. 
He relinquished his tonsils and traded in several worn- 


out glands. 


He golfed—but never more than 18 holes at a time. 
He got at least eight hours sleep every night. 


He never smoked, drank or lost his temper. 


He did his daily dozen daily. 


He was all set to live to be a hundred— 

The funeral will be held next Wednesday. 
survived by eighteen specialists, four health institutes, 
six gymnasiums, and numerous manufacturers of health 
foods and antiseptics. 

He had forgotten about trains at grade crossings.— 
Connecticut Industry. 


He is 
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Small Grain Crops Suffer in West 
—Fair Year’s Total Expected 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, July 30.—A considerable portion of the Northwest 
served by the Twin Cities has begun harvesting. The results are 
not all that had been expected, due to continued dry weather during 
the past few weeks, which has prevented the small grains from 
filling. ©The results mean, in some communities, that small grain 


crops will produce much less than last year. 


ever, that corn and potatoes will 


It is expected, how- 
make a fairly good crop in the 


regions where the small grain crops are affected. 

The Twin Cities’ trade will probably be affected to some extent 
by this adverse report, but even with that condition, a fairly good 
year is expected to show as a total when the books are closed at 


the holiday season. 


Prices are steady, showing only two minor changes this week. 


AXES.—Trade in axes is steady and 
normal for this time of the year. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O. B. TWIN CITIES: 


per hundred feet; —— elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 


| FIELD FENCE.—Demand is rather 
| light at the present time, and prices 
are steady. 


Single bit, base weight, unhan- JOBBERS’ QUOTATIONS TO RE- 
ag aa oy Poa oe ogg 8 ig ee TAILERS, F.O. B. TWIN CITIES: 
20. to -50; single bit, handled, Fie > 9 £ 
$19.25; double bit, handled, $24.25 nie ee ae ee ae 
doz., net. ; ; f $39.69 per 100 rods net, with other 

BOLTS.—Deliveries show a fairly good heights in proportion. 


volume of trade. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0. B. TWIN CITIES: 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BRADS.—Demand is steady, with fair 
volume. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O. B. TWIN CITIES: 


Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Call for build- 
ing paper shows a fair demand. Rosin 
sized sheathing is slightly higher. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0. B. TWIN CITIES: 


Red rosin sized paper, all weights 
$2.76 cwt., and tarred felt paper, 
$2.80 cwt., net. 

CHAINS.—Chains are selling at a 
normal rate for this time of ‘year. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 


Log chains, x 14, $12.05; 3% x 14, 
$9.15; % x 14, 8.60; proof coil chain, 
% in., $10.30; 3g in., $7.40; % in., 
$6.85; 5 in., $7.70 ewt., net. 


CHURNS.— Demand is good, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0. B. TWIN CITIES: 


Barrel type churns, 3344-5 per cent 
from lists. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Call for this 
class of material is fairly good, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O. B. TWIN CITIES: 

Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6 in., $6.40; conductor pipe, n., in 
crates, not nested, $4.90; 4 in., $6.85 


FILES.—Sales show a steady call for 
files, with stocks well assorted. Prices 
are firm as shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 


GALVANIZED WARE.—Demand for 
pails and tubs is fair, with garbage 
cans selling well in the larger centers. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard, galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4. 70; 18- -qt., $5.50; 
standard tubs, No. 1, $7.15: No. 2) 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—Sales are 
light, with stocks graded down ac- 
cordingly. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Hose is very much in 
demand, as lack of rains has increaseu 
its use. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. 0. B. TWIN CITIES: 

Lawn hose, Manhattan, black, %- 
in., 500-ft., bales, $7.25; %4-in., $8.50; 
5¢-in., 50- ft. lengths, coupled, $7.75; 
Manhattan, red, %-in., 500-ft. bales, 
$7. -in., $9.00; 5-in., 50-ft. 
$8.05; Good Luck, 


coupled, 
5-in., 


5-in., 6-ply, $9.00; Buil Dog, 
7-ply, $12: 7 per 100- ft., net. 
LAWN MOWERS.—Mowers are sell- 
ing very well, with stocks still in good 
condition. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Lawn mowers, Philadelphia, Style 
A, 15-in., $15.75; 17-in., $17.85; 19-in., 








$19.95; Riverside, ball-bearing, 16-in., 
$7.25; 18-in., $8.25 each, net. 
MILK CANS.—Demand is steady, with 
good volume of trade. Prices are firm 
as quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Milk cans, railroad, wide neck, 8- 
gal.; $3.05; 10-gal., $3.15 each, net. 

NAILS.—Call for nails is good, with 
stocks ample. Prices are unchanged. 

JOBBERS’ eA ce TO RE- 
TAILERS, F. - TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 

POULTRY NETTING.—Sale is slow- 
ing down as the end of the season ap- 
proaches. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Poultry netting, hexagon mesh, 60 
per cent from lists. 

PYREX OVENWARE. — Demand is 
fair, with stocks ample. Prices re- 
main unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 

24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 
ROPE.—Sale of rope is still good, for 
haying purposes. Other sizes are mov- 
ing at a normal rate. Prices have not 


changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Best grade manila rope, 7-16 in. 
and larger, 24c.; % in. and smaller, 
25c.; best grade sisal, 17%c. lb. base. 

SANDPAPER. — Call for sandpaper 
continues good, with prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. 0. B. TWIN CITIES: 

Best grad@é sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 

SASH CORD AND WEIGHTS.—De- 
liveries show a fair volume of trade. 
Stocks are ample for the call, with 
prices unchanged. 

JOBBERS’ ra se TO RE- 
TAILERS, F. 0. B. TWIN CITIES: 

Sash cord, best grade, 65c. lb. base; 
second grade, 38c. 1lb.; third grade, 
27c. lb. base net, and cast iron sash 
weights, $1.95 cwt., net. 

SCREWS.—Demand is steady, with 
fair volume. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 374% per cent; round 
head brass, 324% per cent from lists. 

SOLDER.—Call for solder is fair, with 
stocks ample. Prices have advanced 
slightly. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Warranted half and half solder, 
3144c. lb., and strictly half and half 
sol ei 321%6c. lb., in 100-lb. boxes, 
net. 
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STEEL SHEETS.—Call for sheets is 
fairly good, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O. B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
— sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN.—Demand is fair, with ample 
stocks on hand. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 

8 Ib. coating; IC, $14.75 box, net. 
WHEELBARROWS.—Sales are normal 
for this time of year. Prices are 
steady. 


JOBBERS’ OS aS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 

Wheelbarrows, yey type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Amer- 
ican garden, $6.25 each, net. 


WINDOW VENTILATORS. — Dealers 
are placing their orders for fall stocks 
in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 





' down as the season advances. 


Continental line: De - Flekt - Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.75 per doz. NET. Continental 
wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 
V-1549, $5.00 per doz. NET. Conti- 
nental metal — cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; No. 1145, $4.40; 
No. 1487, $5. 00, and No. 1445, $5. 60 
per doz. NET. 

Wurldsbest Ventilators, No 
No. 3, $3.00; No. 4, 3.50; “No. 
$4.00; No. 6A, 4.753 No. 6B, $5.00 
and 6C, $5.50. oti are LIST prices 
per dozen and subject to a trade dis- 
count of 33% per cent. 


2, $2.50; 
5A, 


WIRE.—Fence wire is selling slowly 
at present, as harvesting absorbs all 
interest on the farms. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Demand is grading 
Stocks 








are being kept. accordingly. Prices 


have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. B. TWIN CITIES: 
Wire cloth, 12 x 12 mesh, black 
painted, $1.85, and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 
Bronze wire cloth, 
$7.00 per 100 sq. ft. in full rolls, 


WRENCHES. — Shops and _ factories 
are taking a fair volume in this line. 
Retail call is steady also. Prices have 
not changed. 


JOBBERS'’ 
TAILERS, F.O. 


14 x 14 mesh, 
net. 


oe reas TO RE- 
- TWIN CITIES: 


Agricultural eons 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap - on Wrenches. — Radio and 
electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, $13.75; 
No. 202, Heavy Duty Sets, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 


duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.65; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


Atlanta Crop Outlook Forecasts Good Trade 
Conditions for Fall 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., July 30.—Business with local hardware jobbers 
continues to be very good. With the crop outlook in general favor- 
able, optimism prevails and. jobbers are anticipating a good fall 


business. 


Dealers in this vicinity report conditions as being good 


and this is evidenced by their orders for fall delivery. 

The tobacco market opened in South Georgia July 23, and bright 
weed growers in twenty-two Georgia cities of the tobacco belt re- 
ce‘ved more than $1,000,000 for the first day’s sales which exceeded 


5,400,000 lb., according to unofficial estimates. 
a stimulant to trade in this section. 


This, of course, is 
The prosperity that will be evi- 


dent from the good tobacco crop this year will no doubt be reflected 
to some extent through hardware channels. 
No important price changes are reported at this time and collec- 


tions are showing up fair. 


ALUMINUM WARE.—Orders show 
that this is moving well and stocks are 
full, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Qt. Per Doz 
B= SOR) MOCIAD 60k cic iesecscs $12.00 
6%—Tea kettles .............. 16.00 
4—Convex kettles ............ 8.00 
6—Convex kettles ............ 8.50 
8—Convex kettles ............ 12.00 
2—Percolator8 ......ccccccccce 8.00 
BP OPOOIRIOES o.55cc scccevssiovce 9.60 
8—Water pails .............00- 8.00 
IO WRUOE PANG: iiss ccsccsecnss 9.00 


2—Dairy pans 
3—Dairy pans 
4—Dairy pans .. 
21%4—Pitchers 
4—Pitchers 
10—Dish pans 
14—Dish pans 
17—Dish pans 


AUTOMOBILE ACCES SORIES.— 
Auto tires and tubes have been selling 








only fair. Other accessories are mov- 
ing in good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS,: F.0O.B. ATLANTA, GA.: 
Auto Chains.—Weed and Rid-O- 
Skid chains, list, less 30 per cent; 12 
to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cént off. 
Champion X spark plugs, 45c. each. 
—— blue box, 53c. 
No. 1 pt wong pumps, $1.75 each. 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40, tubes $1.50; 30 x 4.50, 


$8.25, tubes, $1.60; PA x 4.75, $9.55, 
tubes, $1. $9.90, oy 
$1.75; 30 x 75°00, * sid. 20 yon $1. 80; 
x 5. 00, $10.65, ‘tubes, "$1.85; 32 x 5; 00 
$11.75, tubes, a 90; 30 x 5.25, $11.90; 
tubes, $2.00 31x 5.25, $12. 25, oman 
$2.05; 29 x = $12 65, tubes, $2.25. 
Mansfield ‘ply. tires, 31 x 5.25 
$14.70, ne ly $2.05; 30 x 6.00, $16.15, 


tubes, $2.25; 31 x ‘6.00, "516. 65, tubes, 
$2.30; 32 x 6.00, $16.95, tubes, $2.40. 


ALARM CLOCKS AND WATCHES.— 
Orders are good on alarm clocks and 





watches. Stocks are well assorted and 
prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Each 
America, plain, in colors and 
MAGNO SIN ik dc weocccdadce $1.05 
America, luminous dial ........ 1,58 
Big and Baby Ben, plain ...... 1.29 
Big and Baby Ben, luminous... 3.16 
Big and Baby Ben De Luxe, 
ss in colors and nickel 
TE. cccgacencctinsoresnneses 2.62 
Big and Baby Ben, luminous... 3.50 
Ben Hur, luminous, in colors 
and nickel finish .......<0.2. 2.46 
Ben Hur, plain, in colors and 
TCHOMGMIMANT, 25.05 jckicesiedioss 1.76 
Sleep Meter, plain ............. 1.40 
Sleep Meter, luminous ........ 2.10 
Tiny Tim in assorted colors... 1.50 
Pocket Ben watches .......... 1.05 
Glo Ben Watches, luminous.... 1.58 


AXES.—Steady business is reported on 
axes and orders are being booked for 
fall delivery. Stocks are full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Single bit, base wright, unhandled 
$14.65 to $16.00 per dozen. Double bit 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles $18.90 per dozen. 
Double bit with No. 1 handles $23.90 
per dozen. 


BOLTS AND NUTS.—Orders are 
steady on bolts and nuts. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off, stove bolts, 75 per 
cent off. 


BUTTS AND HINGES.—Fairly active. 
Stocks are full and prices remain un- 
changed. 
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JOBBERS’ ayet ene TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Dull brass plated —. = x 3%, 
18c. per pr.; 4 x 4, 28c. 

Loose pin re te 2%x ite SI. 00 per 
doz. prs.; 3 x 3, $1.10 per doz. prs.; 
3% x 3%, S135" per doz. prs.; 4 x 4, 
$1.90 per doz. prs. 

Heavy strap hinges: 4 inch, 90c. 
per doz.; 5 inch, $1.30 per doz.; 6 
inch, $1.50 per doz.; 8 inch, $2.50 oer 
doz.; 10 inch, $4.10 per doz.; 12 inch, 
$7. 30 per doz. 


CLIPPERS.—Orders are fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Brown & Sharpe—Bressant or nar- 
row plate—$4.50, less 25-10 per cent. 

American Gentleman, $3.00, less, 
33% per cent. fa 


COTTON MOPS.—Good business is re- 
ported on mops. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


14 0z., $5.90 per doz.; 18 oz., $6.40 
per doz. 


FILES.— Files are moving nicely. 
Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Simonds files, list, less 50 per cent; 
Black Diamond, list, less 50 per cent; 
Great Western, list, less 60 per cent; 
Royal, list, less 70 per cent. 


FREEZERS.—There is still a demand 
for freezers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
et cing, 2 steel Bt 1 Hy" >a 

3.8 Py ~ a 
$5.60; = S710: bP * $9.2 0. gt. 

$12. 25; nf at $13.75; 16 - at) 0; 


now “wig ee at. $65 —1 qt., 
$5.55; 4 qt., 
$6 ‘86: 6 at., ” $8.60; rt « "$11.10; 10 at, 
$14. 85; az, at, $17.80; 16 at., $21.10; 
20 qt., $27.40. 

White — —1 qt., $4.85; Z at., 


$5.65; $6.75; 4 at, $8.25 a 
$10. 25; “< ae $13.50; at., ‘gts b07 
12 at., $21.55; 15 at., 1308 80: 20 qt. 
$33.20; 25 qt., $42.60. 


Arctic Freezers.—i qt., $4.00; 2 at., 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 at., 
$8.60; 10 at., $14.80; i ae $16.65; 
15 at., $23.30; 20 qt., $30. 


GALVANIZED HARDWARE CLOTH. 
—Orders show a good demand and is 
being met with adequate stocks. Prices 
have not been changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

2 x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 2, 30 in., $10.25 per roll 
of 100 lineal ft.; 2 x 2, 36 in., $12.50 
per roll of 100 lineal ft.; 3 x 3, 24 in., 
$9.50 per roll of 100 lineal m2 3 x 2, 
30 in., $11.50 per roll of 100 lineal ft.: 
3x 3, 36 in., $18.50 per roll of 100 
lineal ft.; 4 x 4, 24 in., —~ per 77 
of 100 lineal ft.; 4 x 4, 30 in., $12. 
per roll of 100 lineal ft.; 4 x 4, 36 “el os 
$14.50 per roll of 100 lineal ft. 


GALVANIZED WARE.—Sales have im- 
proved during the last week on galvan- 
ized ware. Stocks are full. 





JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. ATLANTA, GA.: 

No. A tubs, $4.00 per doz.; No. 0, 

= 20 “= Pry ; No. 2, $7.20 per doz.; 
$8.40 per doz. 

ei quart pth Be moe pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2. 46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails round 
bottom, stenciled, $4.50; 12 quart $4.75 
or _ 

gal. garbage cans, $6.35; 7 gal., 
$8. ie 10 gal., $9.25 per doz. 


GAME TRAPS.—Orders are coming in 
steady for immediate and future de- 
livery. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Victor No. 0, $1.10 per doz.; Victor 
No. 1, $1.40 per doz.; Victor No. 1%, 
$2.20 per doz.; Victor No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


ROOFING.—Sales are only fair since 
the recent advance in price. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

1 ply smooth surface, $1.00 per roll; 
2 ply smooth surface, $1.20 per roll; 
3 ply smooth surface, $1.40 per roll; 
= or red slate surface, $1.95 per 
roll. 


SCREEN DOORS AND WINDOWS.— 
These items continue to move well. 
Prices are the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
No. 24G14, 3 x 7, $20.30 doz.; No. 
301, 3 x 7, $38.20 doz.; No. 301G16, 
$31.00 doz.; No. 314G16, 3 x 7, $32.00 


doz 

‘Adjustable Metal Frame peda 
24 x 37G14, $9.30 doz.; 28 x 37G16, 
$10.10 doz.; 24 x 37 adiustable wood, 
$5.50 doz.; 30 x 37, $6.80 doz. 


SAWS (CROSS CUT).—Orders indi- 
cate good volume. 
and prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Simonds Crescent ground gross cut 
saws. Nos. 13, 22, 113, 133, 324, a ! 


Stocks well filled 





SKATES.—Orders are fair on skates. 
Stocks are being refilled for fall busi- 
ness. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. ATLANTA, GA:: 

No. 5 Union roller skates, $1.75: 
No. 6, $1.75; No. 4, $1.65; No. 130; 
$2.00; No. 130L, $2.15. 

Skate keys, 30c. per doz.; 
wheels, 10c. extra. 


SOLDER.—Orders are steady on vase 
Prices remain unchanged. 


Extra 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Half and half solder, 36c. per Ib. 
Acid core solder (in 1 Ib. poem) 66c. 


per lb. Acid core solder (in 5 Ib. 
spools), 6lc. per Ib. No. 4 babbitt, 
10c. per Ib. Anti-Friction babbitt 


metal, 18c. per Ib. 


STEP LADDERS (PINE).—Business is 
good on step ladders, with stocks well 
filled. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
4 ft., $1.20 each; 5 ft., $1.50 each; 
6 ft., $1.80 each; 8 ft., $2.40 each; 10 
ft., $3.50 each. 
STOVE PIPE AND ELBOWS.—Stove 
pipe is being booked for fall delivery. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per eg — 
29 gauge 5 inch pipe.......... $12 


29 gauge 6 inch pipe.......... 12-78 
29 gauge 7 inch pipe.......... 15.00 
29 gauge 7 x 6 inch pipe...... 16.00 
Doz 

1 piece corrugated elbows, 30 
gage 5 inch ..........+eee.:- $1.25 

1 piece = elbows, 30 
me OW: pavers baccenss $42 1.35 

1 piece corrugated elbows, 30 
GD 0 CUE oaN8 646s Coscccdns 1.95 


WATER COOLERS.—Continue to be in 
good demand. Prices are steady and 
stocks full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Enameled galv. lined. 


Gal Per Doz 
ple ea eS eRe eS EAGT ee koercss xs $22.7 
Pisce rane ss chies tRarsS eases 26.00 
ee oe re ee 28.50 
Te ee eee ee re Pee ee 36.00 
SR ers Cees 47.00 
Dewan ee sedis ss hhersae esr ooo seems 62.50 


WIRE PRODUCTS.—There is a fair 
demand and is being met with well 
filled stocks. Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Plain Smooth Wire Black Galvanized 


Gag Per 100 Ib. Per 100 Ib. 
BO Discerccossuscend $3.50 $4.00 
_ eee 3.55 4.05 
Sn «tend weeusaeseusaae 3.60 4.10 
Dn Rrbabdacersoeenaees 3.65 4.15 
Oe pnehenumkanseneawds — 4.45 
RU. Nive abeboseies canbe 4.20 4.85 


Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.75; 
4- eal ——.  ™ oe a, 

Wov 20-rod 
roll, 726. 14, Wwe “o5: reo *i2, ve: 939-11, 
$7. 85; 1446- 1214. $11 

Poul try and Rabbit.—14 gage fence 

per 10-rod roll, 1635-14, $4; 1918-13, 
$4, 85; 2158, $5.50. 

Steel Fence Posts.—“‘T”’ galvanized 

ft., 55c. each; formed painted, 35c. 
each; “T’ galvanized, 6%4-ft., 65c. 
each; formed painted, 45c. each; ‘*T’’ 
galvanized. 7%4-ft., 70c. each; formed 
painted, 50c. each; —" galvanized, 
8-ft., 75c. each; formed painted, 55c. 

Screen Wire.—12- mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.: 16- 
mesh, bronze, $8.00 per 100 sq. ft. 





Fishing Now Among Large 


With the aid of science, fishing, oldest of the vocations, 
has stepped into the ranks of big business. 
employing nearly 190,000 persons, with a capital investment 
of more than $210,000,000. The annual sales amount to 


nearly $109,000,000. 


New methods of preserving and packing fish and of using 


It is an industry 
own problems. 


Industries 


fish products have helped to make fishing an industry—and 
. boosted sales of tackle, nets, etc.—and as an industry it has its 
These are now being studied by the Natural 
Resources Department of the Chamber of Commerce of the 


United States with a view to possible aid in the improve- 


ment of conditions affecting the industry. 
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Current Business Considered as Fair with 


New York Hardware Jobbers 


NEW YorRK, July 30.—Though sales were tapering off the last half eight yt yet eee 


. . t . = 

of July in most cases, estimates of volume for the seventh month gold, green and brow, BuO ft. ona 
. . © spool, 405 . y 

show .a slight improvement for July, 1929, when compared with lamp’ cord, Fn ly old, gold, old 
. _ rass, white, green an rown, 

the same month of 1928. Strictly seasonal lines have fallen off and ft. on a spool, ai. 50; silk covered 
* ‘s wiste amp cor white only, zo 

fill-in orders on such lines are fewer and smaller. Collections con- on a spool, $13; (18 in. 1/64 cotton 

° a and dark brown, 500 ft. on ¢ 3 

tinue to be somewhat better than they have been, but are not aver py Raggy Pt ER 


aging as well as might be desired. and dark brown 00" zt. on a. spool, 
‘s F ° 5; 18 ga. 1/ cotton single con- 
1 duct wire, white, b mn, k tan, 
The reduced staffs in local wholesale houses due to vacat ons ductor with “mak on br its 
a marker, and oak tan with marker, 
causes naturally greater activity on the part of those remaining on ae wre spool, $4257 18 gas 1/38 
their jobs. This condition has a tendency to give a misleading im- yellow, ‘B50 ft — spook, $12.00; 18 
‘ ° ° _ tt i 5 

pression, in that it appears that all local houses are abnormally % a & nk, Ge ee cae 
f covered heater cord, 250 ft. on a 

busy for this time of the year. spool, $16.50. 


i i ir. here are few if 
Current business would be considered fair. There j LUBRICATING OIL.—Normal volume, 
any drastic price changes and practically no expectation of im- | with prices unchanged. Stocks are ade- 


portant changes. quate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Three-in-One Oil, 1 oz. cans, $1.20: 





J —Pri ‘ JOBBERS’ yg gpl bs po ie. RE.- 3 oz. cans, $2.40; 3 oz. bottles, $2.40 
BUTTS.—Prices have been very steady.| |, SOBRE On. NEW YORK and 8 oz. bottles, $4.80. These prices 
Demand is reported as normal. are NET PER DOZEN. 

Garage sets, $2.40 per set; for six 
JOBBERS’ QUOTATIONS TO RE- or more, $2:10 per set. Garage door : 
TAILERS, F.0.B. NEW YORK: holders, $1.75 per pair; for six or NAILS.—Reports indicate sales range 


Steel butts, 3 by 3 and 3% by 3%, more, $1.60 per set. 


18 cents per pair for less than case om 
lots; in case lots, 16 cents per pair; GLU 


from normal to slightly below normal, 
E.—Normal volume at firm prices. | with prices as shown. Stocks are con- 


4 by 4, 24% cents per pair in less Stocks are in good condition. sidered adequate. 
than case lots, and 23 cents per pair 
eel a eee JOBBERS’ QUOTATIONS TO RE- 
, TAILERS, F.0.B. NEW YORK: 
BOLTS AND NUTS.—Moderate sale, b 27, $2.40: : Serre 
. . f i wine. = “82, "hg No. All prices on nails given here are 
with prices steady. 30 $2.60. halt ~< ‘ND. 31 $6.00: ae net per keg, based on base of $3.45. 
JOBBERS’ QUOTATIONS TO RE- pint, No, 32, $10.20; one quart, No. $4.35; 6d, $410; dass a. ibd, 3 2. 
TAILERS, F.O.B. NEW YORK: 33, $18.00, and one gallon, $54.00. i2d, $3. 85; Y $3.85 30d, $3.7 : 30d, 
These prices are LIST PER DOZEN $3.70: 40d. so 10: 50d,” $3. 70: Ne ‘$3.70. 
Carriage bolts, 55 off list. Case and subject to a dealer’s discount Gai "4 Is, 4a. 
lots, 60 per cent off list. of 33% per cent. gate vanized common wire — 7 
Stove bolts, 80 per cent off list. " $ a, $6.60; 8d, $6.45; 10d, $ 
so Machine bolts, by 6 and smaller, | JUVENILE VEHICLES. — Sales are wasmooih wire, box nails, 4a $4.55 
: + ; ; ’ . ° ° . » oa, Vd. ire 
ll aa cent off list; 1% to 1%, 30 off fairly good at the present time. Prices ah cae eae a eee 
Coach screws, 55 off list. Case lots, have been steady and are not expected ! galv., gem, ; same blued, 3d, $5.50; 
$ . extra ne, UYU, 
cake aa list. Stepbolts, 50 per to change. Stocks appear satisfactory. Wire eS enti S0A;. be: 
JOBBERS’ QUOTATIONS TO RE.- Wire Guinn nase tad 
; : ; ° ght, 3d, 
FRUIT PRESSES.—Fair amount of in- TAILERS, F.0.B. NEW YORK: $5.05; 40, $5.05; 64. $4 45; 8d, $4.2 
i i ibility of Child’s garden sets with 18 in. 1 . Same galv., 
— pees. en Se poe y handles. Set No. 1, 10c. each; No. 6, $7.55; 6d, $6.95; 8d, 6.70; 10a. $6 60. 
more activity at an early date. Prices Ife. each, and No.9, Stc. each. 
are not expected to change during the Arcade toy lawn mower, No. 564, 


55c. each. In lots of 12 or more, 50c. PRESERVING EQUIPMENT. — This 


season. : : : 

JOBBERS’ QUOTATIONS TO RE- pg hy iy ape laalmaaalinas line should be very active. To date de- 
TAILERS, F.0.B. NEW YORK: “ gg Pd savers. — mand has been fair. Prices are not like- 

Fruit crusher, galvanized steel hop- Sthte, suas Little Seweh. 85%be. enc: ly to change during the season. 
per, aluminum frame and with and Bissel Junior, $1.33% each. 

Gouble roller, $18.00 each: same with Velocipedes, No. 840, $5.95; No. 841, JOBBERS’ QUOTATIONS TO RE- 
a ee a ee ene $6.55; No. 842, $6.90, and No. 843, TAILERS, F.0.B. NEW YORK: 
. . . . y, 

Fruit press, cast iron base, and 3 Bo: No gen $8 18: a ees $0.70 Mason jar caps, $3.00 per gross. 
plunger, 3 qt. capacity, $3.60; 6 qt. each. Mason jar rubbers, 75 cents per gross, 
capacity, $4.50 each. Sidewalk cycles, No. 900 $9.40: No. and in full case lots of 12 gross, $8.40 

Fruit presses, hardwood frame, oak 910, $10:65 each; No. 922 $17.50, and per case. 
tubs, etc., No. 0, plain tub, $6.00 No. 932. $17.50 ‘each. Crown bottle caps, in one gross 
each; with hinged’ tub, from $7.50 to Coaster wagons No. 750, $1.80 each: packages, 164% cents per gross, and 
$18, according to size. No. 751, $2.25, and No. 761, $3.25 each. hg > Tots of 50 gross, 15% cents 

GARAGE SETS.—As in the case of | | AMP CORD.—Steady sale, with prices al "Everedy bottle capper, 70 cents 

butts, prices have been steady and unchanged. Stocks are ample. Everedy | jelly bag and stand, 50 
i i cents eac 

are not likely to change. Stocks are in JOMRMRE QUOTATIONS TO RE- Universal Aladdin preserving sea- 








good condition. _ TAILERS, F.0.B. NEW YORK: son set, $1.95 per set. 
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Ss _— i lv BB shot in case lots $4.35 per 100 Tire display racks, $10.00 each. 
ROLLER SKATES.—Demand is on-y) tubes; in less than case lots, $5.00 per Prices in all instances are each. 
fair. Prices are the same. Stocks are | 100 tubes; in 25 Ib. bags, $3.90 per | 
ample. bag, and in 5 lb. bags, 90c. per vas. | TRAPS, GAME.—Early interest is 
J : | light. Prices are not expected to chan e 
JOBBERS’ BOT ATONE IY: RE- | SCREWS. — Demand is' moderate. : aaktiie ies eeiniele P g 
vaio, *s. ; 5 A Frices are steady. i 
og od —* yee og iain, steel JOBBERS’ QUOTATIONS TO RE a oe 
web heel and toe straps, plain stee ’ ‘ 
rolls, 72c. per pair; same with toe TAILERS, F.0.B. NEW YORK: TAILERS, F.0.B. NEW YORK: 
Victor game traps, No. 0, $1.20; 


clamps and web heel, 78c. per pair: 


same for boys with self-contained No. 1, $1.50; No. 144, $2.70, and No. 2, 


Wood screws, flat head, bright iron, 
$3.70. Prices are NET PER DOZEN 


ball bearing wheels, $1.42 per pair; 41-10-10; round head, blue, 40-10-10; | 
for girls, $1.62 per pair. round head, iron, nickel plated, 27%- | Victor jump trays, No. 0, $1.75; No. 

Roller skates accessories: Keys, | 10-10; flat head, galvanized, 20-10-10: 1, $2.00; No. 114, $3.05, and No = 
214c. each; skate wheels, with self- flat head, brass, 3244-10-10; round $4.80. Prices are NET PER DOZEN 
contained ball nagging pee =: | —-. a pig anges a dis- | ; 

, 15c. per ; axles, 3c. | counts apply to new standard screw | xy y rT ° - 

cons Aagenne on pins, a. per 100: axle lists. ” | VENTILATORS.—Note revised prices 
nuts, $1 per 100; axle nut washers, Machine screws, flat and round | on two brands of window ventilators. 


60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. pef 
pair. 


JOBBERS’ QUOTATIONS TO RE.- 


head, brass, 60 per cent discount. | 
Iron, 60-71%, per cent discount. | 
| TAILERS, F.0O.B. NEW YORK: 





| 
Chieftain line, No. 400, for either fe a : 

heme ae girls, self-contained ball | TIRES AND TUBES.—Sales fairly | Continental ventilators, De-Flekt- 

bearings, $1.45 per pair; Redskin line, | good, but not as heavy as expected. | Air (metal center), No. 63, $2.53: No. 

for boys or girls, 85c. per pair. Gee 5 oie. cee al 87, $2.80; No. 88, $4.00, and No. 117, 

Chicago line, No. 181, $2.65: No. 183, | With vacations and touring activities) — $4'99." ‘These prices are NET PER 
$2.75; No. 185, $2.75: No. 101, $1.33: | increasing a heavier sale of tires and| DOZEN. 

and Nos. 103 and 105, $1.38 per pair. tubes is expected. Continental wood frame ventilators. 

| No. 836, $2.15; No. 923, $2.15; No. 

SASH CORD.—Sales are steady, but | JOBBERS’ QUOTATIONS TO RE- 937, $2.35 No. 949, $4.00: No. 959. 

r aes , at ta |  TAILERS, F.0.B. NEW YORK: $4.65; No. 1537, $3.65, and No. 1549, 

not heavy. rices are as shown. Mansfield tires, 4 ply balloon type, $5.35. These prices are NET PER 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, DOZEN. 

a $8.25; tubes, $1.60; 29 x 4.75, , Continental metal frame, cloth ven- 


TAILERS, F.0.B. NEW YORK: tubes, $1.70; 29 x 5.00, $9.90; 


$1.75: 30 x ‘5.00, $10.20: tubes, tilators, No. 833, $2.65; No. 837, $3.00: 








Sash cord, Samson Spot, No. 7, 66c.; | : : No. 84 00: N 1 5: N 
No. 8, 65c., feldt. Aetna, No. 7. 30c. | 31 x 5.00, $10.65; —. _ $1.85; oe Mike ry $4 0; — Rigger ng 
sae a= No. 8, 29c. per db. Phoenix | 5.00, $11.75; tubes, $1.90; 28 x 5.25, 1145, $4.65; No. 1437, $5.35, and No. 
No. 7. 480. per Ib.; No. 42c. per Ib. $11.10; tubes, $1.85; 30 x "5.25, $11.90; 1445, $6.00. These prices are NET 

5 8, e . | tubes, eee: Se rr eons. ae. PER DOZEN. 

$2.05; 29 x 5. 12.65; tubes, $2.25 ; ; x 
‘ ‘ ' 4 4 ° a 4 Wurldsbest window ventilators, No. 
SHOT.—Sales are normal, with prices | Same 6 ply, 31 x 5.25, $14.70; tubes, 2, $1.75: No. 3, $2.00: No. 4, $2.50: 
| $2.05; 30 x 5<50, $16. 05; tubes, $2.35: co ate eae ca: a kA. ake ie 
as shown. 30 x’ 6.00. $16.15 tubes, $2.25: 31 x No. 5A, $3.00; No. 6A, $4.00; No. 6B, 
6.00. $16.65: a dll $2.30: 32 x 6.00. $4.50, and No. 6C, $5.00. These prices 
JOBBERS’ QUOTATIONS TO RE- $16.95; tubes, $2.40; 33 x 6.00, $17.55: are LIST EACH and subject to a 

TAILERS, F.0O.B. NEW YORK: tubes, $2.55. | dealer’s discount of 331% per cent. 


Lawn Goods Still in Demand 


HERE is still time to call attention to your line of | used by Duncan & Goodell, Worcester, Mass., offers 

lawn and garden equipment. Plenty of hot weather a suggestion for displaying this liné to good advantage. 
ahead will create a demand for hose, sprinkling cans, Note the neat, legible price tickets that help speed up 
and such merchandise. This window display which was _ the sales. 
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MSS THE ONLY SHOT THAT: COUNTS IS THE SHOT THAT HITS. 





How wide is your market 
for shotguns? 


A good many dealers lose out on a lot of shotgun sales by limiting their stock to 12-gauge guns. 
Granted that the Remington Models 29 and 11, made only in. 12-gauge, are the largest sellers, let’s 
see who buys them. Practically all of them are sold to men, or full-grown boys—to regular hunters. 


Now let’s see if there is any other market for shotguns. Nearly every boy from 14 to 18 years 
old would like a shotgun, but unless he is unusually husky, a 12-gauge is unwieldy in his hands. Some 
women shoot 12-gauge guns, but for most of them they are too heavy and have too much recoil. 


The dealer who carries the Model 17 Remingion 20-gauge repeating shotgun in stock, so that he 
can demonstrate it, has a much wider market than if he carried only 12-gauge guns. He will not only 
pick up a lot of business with boys and women, but he will sell a lot of them to men who already 
own 12-gauge guns and are not in the market for another 12, for the Remington Model 17, light 
and easy to handle, is a practical game-getter for anybody. 


The Model 17 is the finest repeating shotgun made today. It has the smoothest and fastest action. 
It ejects at the bottom, which prevents foreign substances from getting into the receiver. It is hammerless 
and has a solid breech. The magazine may be filled or emptied without removing the shell in the 
chamber. A shell in the chamber may be removed without disturbing those in the magazine. 


The Model 17 is chambered for the long 234-inch shell, and will take loads almost as heavy as 
the 16-gauge. Many use this 20-gauge for wild-fowl, trap, and skeet shooting. 


If you really want to increase your sales of shotguns, I don’t know a better way than to put in a stock 


of Model 17s and push them. 


President 


REMINGTON ARMS COMPANY, Inc. 


. The Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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Seasonal Lines Better Than Usual in 
Cincinnati Market 


stimulated interest in this line and to- 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, July 23.—Although summer is beginning to wane 
and with it interest in seasonal hardware products, the general de- 
mand during July, especially for staple articles, is being sustained 
on a higher level than during the same period last year. In fact, 
local jobbers report that new business in July was in better volume 
than is usual during the midsummer months and total sales will 
compare well with the amount of business closed in June. 

While the demand for seasonal merchandise is naturally receding, 
it is better than usual for this time of the year because bad weather 
during the late spring and early summer retarded interest of con- 
sumers for this type of goods. Reports of renewed activity in build- 
ing and the completion of plans for the construction of a new union 
depot here have stimulated interest in builders’ hardware. Although 
no contracts have yet been awarded on any of the contemplated 
construction, jobbers are optimistic about the future volume of 
business in merchandise for building. 

Prices generally are firm and no changes are anticipated in the 
immediate future. 


AUTOMOBILE ACCESSORIES.—De- ort pews omaringe iat machine 
* * . ts, per cent o ist; rolle 
mand for this type of merchandise is thread carriage and machine bolts, 
holding up well. Tires and tubes are od — per we Ps! ‘ ats stove 
* = olts, per cent o ist; square, 
maintaining good sales volume, but sea- hexagon and tap nuts, 60 per cent 
sonal articles are slightly off. off list. 
JOBBERS’ QUOTATIONS TO RE- BOYS’ WAGONS.—Good stocks are be- 


TAILERS, F.O.B. CINCINNATI: 


Raitson Gied Daddies ing maintained and the trade is fair. 


JOBBERS’ QUOTATIONS TO RE. 


— | «(at TAILERS, F.0.B, CINCINNATI: 
$5.95 Bunny wagon, 85c. each; grey- 
6.60 hound No. 483, $3.10 each; greyhound 
le No. 493, $2.85 each; greyhound No. 
8.40 497, $3.75 each; greyhound No. 697, 
10.10 $4.45 each; greyhound No. 293, $3.25 
11.85 each; scooter No. 108, $1.15 each; 
12.20 scooter No. 109B, $2.60 each. 

CROQUET SETS.—Although demand 

$4.50 is begining to wane, sales are in fair 
.s volume for this time of the year. 
9.50 JOBBERS’ QUOTATIONS TO RE- 
12.85 TAILERS, F.O.B. CINCINNATI: 


No. 05, four-ball set, $1.25; No. 10. 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES.—New business 
is double that of a year ago and de- 
mand continues to be brisk. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 








These prices subject to discount of lots, 72c. a gallon; in cases of 10 gal- 
7% per cent on tires and 10 per cent lons, 71lc. a gallon. 
on tubes. Note. — The above prices are for 
Luggage Carrier.—Gate-type lug- August, September and October de- 
age carrier, light weight, 63c. each; liveries. For November _ delivery 
8c. in lots of 10; gate- type luggage there is an added charge of Ic. a gal- 
carrier, heavy weight, 80c. each; 75c. lon, and for December deliveries 2c. a 
in lots of 10; disappearing type lug- gallon. There is a charge of $6 a 
gage carrier, 65c. each; 60c| in lots drum, but this amount is refunded 
of 10. when the drum is returnad. 
Polish.—HLF auto polish, % pint, Eveready Prestone.—1% gal. cans, 4 
. 50c.; 1 pt., $1; 1 qt., $1.50. 40 per to case, broken cases $3.80 a gal.; 
cent off; Duco auto polish, 6 0z., aa; go — ne RY — 4 — 
1 pt., $1; 1 qt., $1.50; 33 er cent off. . oO case, broken cases, 5 a gal. 
Pt., § at, § % DP yA cases , one gal.; 4 tO; —_ 
—Thi : ; 0 case, broken cases $4.00 a gal.; 
snl 4 Row wee vg fs a pare ee 2 
r ’ 
JOBBERS’ QUOTATIONS TO RE- BUILDERS HARDWARE.—Reports of 
TAILERS, F.O.B. CINCINNATI: new buildings under contemplation have 
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tal sales have been fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.— Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3%4 in. old copper and dull 
brass butts, 1l4c. per pair in case 
lots; sand blast, brass finished butts, 
18c, per pair in case lots. 


FLASHLIGHT BATTERIES. — Sales 


volume is normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%4c. 
— small or large monocells, 614c. 
each. 


GALVANIZED SPRINKLERS. — De- 
mand for this line is beginning to re- 


cede. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 
per doz.; 12 qt. sprinkling pots, $9.00 
per doz. 


GARDEN HOSE.—tThis item is begin- 


ning to ease off. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Rubber Hose.—5 ply, % in., 5%c. 
per ft. in 50 ft. lengths for Leader 
brand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
¥% in., 500 ft. coils, 6%4c. per ft. 


HOSE ATTACHMENTS.—Business 
fair for this period of the year. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 
HOSE REELS.—Demand continues 
reasonably good rate. ~ 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 
Wooden hoge reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley all steel hose reels, $1.65 each. 


pore 


Ss 


ICE CREAM FREEZERS. — Dealers 
are experiencing a slackening in de- 


mand for this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 


White Mountain.—1 qt., $2.43 ag 
2 qt., $2.83 each; 3 at., $3. 38 each; 4 
at., $4. 13 each; 6 qt., $5. 33 each; 8 at., 
$6. 75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 a: 2 at., 
$3.45 each; 3 qt., "$4. 10 eac $5 
each; 6 qt., $6. 30 each; $ FS "$8.20 
each. On ail sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LANTERNS.—Interest in this item i 


beginning to increase. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Hot Blast Lanterns. — Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
8 per doz.; O. K. lanterns, $9.25 per 
ag No. 2 Royal lanterns, $9.75 per 
OZ. 








UN 
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Away from wind 
SNOW and ICE... 




























The only wholly satisfactory method 
of hanging garage doors is so they 
will slide inside. Doors that open out 
are a constant source of trouble, 
especially in icy, snowy, windy 
weather. Have R-W Slidetite doors 
and be sure of smooth, quiet, easy, _ 
unfailingoperation for years tocome. 


















The cost of Slidetite equipment is 
small. All the hardware is inside the 
garage, protected from the elements. 
It gives no trouble, cannot rust, 
requires no service—saves upkeep 
and inconvenience. 
































Ordinary garage doors are an 
annoyance and an expense. R-W 
Slidetite doors are a comfort and a 
lasting economy. 


Write today for Catalog No. 55. 


Richards Wilcox Mfé. (0. 


New Yon . . . . AURORA, ILLINOIS, U.S.A... . . Chicago 
Bost Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
as . Sianaepelie rel City Atlanta eles San Francisco Omaha Seattle Detroit 
Quality leaves | Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
tls tmptint«. 
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Cold Blast Lanterns.—Junior, $8.50 Round Casseroles.—No. 621, 60c. MX199 general purpose tubes, $2 
per doz.; Junior brass, $15.75 per doz.; each; No. 622, $1 each; No. 623, $1.17 each; MV199 several purpose tubes, 
Junior brass nickel-plated, $20 per each; No. 624, $1.33 each. $2 each; MxX201A general purpose 
doz.; Little Wizard, $8.50 per doz. ; Square Casseroles.—No. 653, $1.17 tubes, $1.25 each; MX201B general 
Little Giant, $11 per doz.; No. 2 each. purpose tubes, $2.50 each; MX200A 
Blizzard, $13 per doz.; No. 2 D-Lite, Oval Casseroles.—No. 632, $1 each; detector tubes, $3.50 each; MxX240 
$13 per doz. j No. 633, $1.17 each; No. 634, $1.33 high Mu tubes, $2 each; MX1112A 

Wagon Lanterns.— Junior Wagon each. power amplifiers, $2.25 each; MX1714, 
with bull’s-eye lens, $17.25 per doz. | Round Pie Plates.— No. 206, 17c. power amplifiers, $2.25 each; MX280 

Mill Lanterns. — Watchman’s mill } each; No. 208, 50c. each; No. 209, full wave rectifiers, $3 each; MX281 
lanterns, $25 per doz.; Underwriter’s 60c. each; “No. 210, 67c. each; No. 211, half wave rectifiers, $7.25 each; 
mill lanterns, $27 per doz.; No. 2 73c. each. MX226 amplifiers, $1.75 each; MY227 
ee one wn ~ Pe doz. Regge & ong Dishes. — No. 021, detectors, $2.50 each. 

all anterns. — No. ’ 5 per 40c. eac 0. 022, 57c. each; No. 023, o 
doz. 3 No. 25,» $37, = doz. ; No. 30, $37 é7c. each; No. 024, 0c. each. ROLLER SKATES. — There is no 
per doz.; No. each. quare Puddin ishes. — No. 053, . a. 

Platform Lanterns. — Imperial, $15 67c. each. ° change in this item, 
each; No. 1 Climax, $5.50 each; No. Oblong Bread or Loaf Pans.—No. JOBBERS’ QUOTATIONS TO RE.- 
2 cod sil: 2 geno and 2 Climax 213, 17c. each; No. 212, 60c, each; No. TAILERS, F.0O.B. CINCINNATI: 

este 11 eac 214, $1 each. Nos. 4 and 5, $1.35 per pair; No. 6 

Display Stand and Assortment : : ei ics eee eee renee pt Or Us 
Lanterns.—No. 26 display stand, $1 | PAINT SUPPLIES.—Business has been| J", ber pairs No. 181, $2.65 per pair; 

- + * <A = , % 4 ° ’ . > . Oo, pe. 
each; No. 26 display stand and as+ maintained at fair rate. per pair; No. 101, $1.32 per pair; Nos. 
sortment (12 lanterns), $14 each. 103 and 105, $1.37 $ 

Note.—A special allowance of 25c. JOBBERS’ QUOTATIONS TO RE- eee ee Sere 
per doz. is made on shipments of 3 TAILERS, F.O.B. CINCINNATI: ROOFING MATERIAL.—Demand is 


doz. or more. Ready mixed house pains, $2.75 Salvi trick d 1 1 x s 
LAWN MOWERS.—A seasonal reces-| 5c, Ser'gal’ turpentine im 2 barrel a ee 
sion in demand is noted. lots, 63c. per gal.; white and red lead g0 iia, ilies ines tee 
‘ in 500 lb. kegs, 13%4c. per Ib.; less 10 - 

oe a ee eee Te M- =| par cont. “ TAILERS, F.0.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; | RADIO BATTERIES.—Because of the) — g5e°;°metiuns standart $1.00. heavy 
pall’ tse Heagaa Sn abies Gente introduction of A. C. radio sets, busi-| standard, $1.20; Light Holdfast, | $1; 
$7.25 each; 14 in. good grade, $8.75 ness in batteries is dropping. fast, $1.60; age hes irae sate 
re «Ego yp moe hg — gre cage JOBBERS’ QUOTATIONS TO RE- surface, $1.80. _ : 

in. best grade $11.25 _: 18 ’in., | TAILERS, F.0O.B. CINCINNATI: ; grein Sg A corn ng a 

medium grade, $8 each; 18 in. good Net price Net price ei ya gg Sec gy © ge 9 

grade, $9.60 each; 18 in. best grade, each, each, aplie in haar Gta, Sic: per eal a 

$11.85 each. less unit in unit ’ oie Se 
MOPS Th ? h in thi Stock No pkg. _— = hy Neve 26c. per gal. 

_— ere 18 no change in 1S me pat 7 oofing Cement.—Liberty, elastic, 1 
it s Super B bat., No. 2138. = 20 97 Ib., 124%4c.; in 5 lb. cans, 9i6c. per Ib.; 
item, Super B bat., No, 22308 : . in 10 Ib. cans, 9c. per lb.; in 25 Ib. 

JOBBERS’ QUOTATIONS TO RE.- B batteries, No. 10308.. 6% cans, 8c. per Ib. Certain-teed ce- 

TAILERS, F.O.B. CINCINNATI: : batteries, yo. 2308... 1.88 TE ment, 36 Ib to the case, $4.25 per 

i -wringi y ’ oa tee . o be case; in 5 . cans, cans to th 
10 38° bg gay agg Kage B batteries, 9 2158... Le 2 box, Slbc. per lb.; in 10 Ib. cans, 6 
wringing mop head No. 20, $4 per B batteries, No: o6... 1. 122 cans to the box, 7%c. per Ib. 
. eee oC .00 
ae : . A batteries, No 40 bu SCREWS.—There is no change in this 
NAILS.—Business is reported to be em ._—Nos. 31508,” S08, 2158 a : Shou 
156 are in unit packages of 5; Nos. ° 
good. 22308, 10308 and 2308 are in unit 
’ ee0U0, ! JOBBERS'’ OTATIONS TO RE- 

JOBBERS’ QUOTATIONS TO RE- packages of 6; No. 2370 is in unit TAILERS 4 .- Esaramate: 

TAILER 0.B. CINCINNATI: ia i j J - 

AILERS, F. ING packages of 10; No. 6 is in unit pack- ch ‘ : ’ 
Common Wire nails,-$2.85 per keg ages of 50 Flat head bright screws, 50, 10 and 
1 di Sel i Dp ns: ‘ : : > 10 off list; flat head blue scréws, 50, 
PYREX WARE.—There is no change in} RADIO TUBES.—Business is being 10 and 6 oft iat; pound head blued 

- * : screws, an oO ist; roun 
this item. sige nt at a good level. aad Grass aceee, Ob ace & Olt Yat: 

JOBBERS’ QUOTATIONS TO RE- BBERS’ QUOTATIONS TO RE.- bright wire goods, 85, 20 and 5 off 
TAILERS, F.0.B. CINCINNATI: TAILERS. F.O.B. CINCINNATI: list. 











DEFORMITY FOR SHOT 


Out in the Mississippi , ,. : Edwin G. Weber of the 
River country, where a ; 4 — 7 Western Cartridge Co. 
water is sometimes an im- ' — — . @e2=Sf sends three photographs 
portant topic of conver- “of shot recovered from 
sation, a number of sportsmen have been quite seriously the tank. No. 1 is soft shot pellets; No. 2 is chilled shot 
firing charges of shot into a water tank at a distance of and No. 3 is Lubaloy coated shot. 

30 yards recovering the shot to study the pellets shape. Mr. Weber says these photographs explain the success 

The idea is that a deformity of the shot pellet is a of Lubaloy shot users in distance contests. He adds: 
serious factor in accurate shooting. Also that the de- “Reducing pellet deformity invariably means improved 
formities found on the shot result from handling, pack- pattern and shorter shot string, which is just another 
ing when forced past the crimp in the shell, wear inside way of describing greater killing power and increased 
the barrel and in the jam at the choke. effective range.” 


Reading matter continued on page 72 
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CHEVROLET S$ix-Cylinder TRUCKS 





Six-Cylinder Performance 


Outstanding Economy & 
Exceptional Capacity - - 
at Amazing Low Prices! 


Chevrolet Six-Cylinder Trucks have set 
a new standard for performance in the 
low-price field. The new six-cylinder 
valve-in-head motor is smooth, power- 
ful and unusually flexible in traffic. The 
four-wheel brakes are quiet and posi- 
tive. And steering is delightfully easy 
over any road. 


Chevrolet Six-Cylinder Trucks provide 
gasoline mileage equal to that of their 
famous four-cylinder predecessors. 
Rugged construction in every unit gives 


CHEVROLET MOTOR COMPANY, 


them remarkable dependability. And 
unusual maintenance economy is assured 
by inexpensive nationwide service and 
extremely low-priced parts. 


Chevrolet Six-Cylinder Trucks are built 
with an over-length, rigidly-braced, 
channel-steel frame. This makes pos- 
sible the mounting of bodies of excep- 
tionally large carrying capacity. And, 
whether the loads be of concentrated 
weight or of bulky materials, they are 
properly distributed and balanced. 


But, most remarkable of all, these new 
Chevrolet Trucks are actually available 
in the price range of the four! And there 
is a Chevrolet body type designed to 
meet your individual requirements. See 
your Chevrolet dealer today—and 
arrange for a trial load demonstration. 


DETROIT, MICHIGAN 


Division of General Motors Corporation 


Sedan Light Delivery $ 
Delivery Chassis 


1% Ton 
Chassis 


545 waren $650 


All prices f. o. b. factory, Flint, Michigan 





A SIX IN THE PRICE RANGE OF THE FOUR! 
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WASHINGTON NEWS LETTER | 





Federal Trade Commission agents surveying distributors and manu- 
facturers for chain store inquiry—Model paint stores being prepared 
by Domestic Commerce Division—Index of commercial and indus- 


© 


(Washington Bureau of HARDWARE AGE) 


Wholesale dealers, manufacturers, 
and chain store organizations have been 
surveyed by agents of the Federal 
Trade Commission both by interview 
and schedule in an effort to ascertain 
the methods of competition obtaining 
in connection with the Commission 
chain store inquiry instituted under the 
Brookhart resolution. The Commission 
has announced that many of the more 
important companies approached have 
cooperated actively with it. However, 
it added, considerable correspondence 
has been necessary in order to thor- 
oughly acquaint the small dealer with 
what is desired in the dealer’s schedule. 
There is in preparation at this time a 
new schedule designed to be sent to re- 
tailers generally in order to get the 
situation from their point of view. The 
schedule returns already received from 
chain stores and dealers are in process 
of analysis and tabulation. 





In connection with the wholesale 
paint distfibution study being con- 
ducted by the Domestic Commerce Di- 
vision, Department of Commerce, scale 
models of wholesale and retail paint 
establishments are being prepared, com- 
parable with the model grocery store 
arranged in connection with the Louis- 
ville food distribution study, according 
to Domestic Commerce. All of the best 
practices in store and stock arrange- 
ment, floor plan, lighting, equipment, 
and display will be taken into con- 
sideration in preparing the models, the 
idea being that wholesalers and re- 
tailers can adopt them with such modi- 
fications as their individual locations 
may require. It is planned to exhibit 
the models at the meeting of the 
National Association of Paint Distribu- 
ters early in 1930, at which the report 
on the study is to be presented. Charts 
showing the essential features of the 
plan will probably be made available 
for general distribution at that time. 





An index of commercial and indus- 
trial organizations of the United 


States, revised to Jan. 1, 1929, has just 
been issued by the Domestic Commerce 
Division, Department of Commerce, 








trial organization recently issued. 
By L. W. MOFFETT 


and is available for 60c. a copy from 
the Superintendent of Documents, Gov- 
ernment Printing Office, or any district 
office of the Bureau of Foreign and 
Domestic Commerce. The volume in- 
cludes more than 13,000 organizations 
and represents an increase of nearly 45 
per cent over the listings in the 1926 
edition. State and local organizations 
are listed alphabetically only, but other 
organizations are classified by commo- 
dities and services as well as alphabeti- 
cally. 


The Federal Trade Commission has 
just issued rules adopted at a trade 
practice conference of the steel office 
furniture industry held April 13 in 
Washington. The rules have been 
accepted by producers representing 
more than 80 per cent of the output 
and 65 per cent in number. 





Major topics discussed last Thurs- 
day at the first meeting of the Ad- 
visory Committee for the Census of 
Manufactures held at the Department 
of Commerce in Washington, related 
to ways and means to bridge the gap 
between statistics of production and 
of distribution and to draw up census 
schedules which will develop facts and 
figures of current value available 
within reasonable time limits. Col. L. 
S.. Horner, president, Niles-Bement- 
Pond Co., New York, who presided as 
chairman of the committee, pointed 
out that in his opinion the modern 
business man is not so much interested 
in historical facts as he is in current, 
timely information, explaining that one 
of the many big problems facing the 
business executive is to determine what 
kind of goods will be in demand three 
years hence. The various members of 
the commiittee discussed the census 
problems primarily from the stand- 
point of the practical use of statistics 
of this kind to active business men 
engaged in widely varied lines. Among 
the tentative suggestions offeréd was 
that statistics relating to manufactures 
might be classified into definite groups 
from the standpoint of timeliness, to 
be supplemented in detail later per- 








haps. The committee agreed with Di- 
rector Steuart of the Census Bureau 
that it would be desirable for the bu- 
reau to continue to cooperate intimate- 
ly with business firms and their com- 
mercial associations, particularly with 
regard to new questions from two points 
of view, whether the information in 
the schedule forms suggested could be 
obtained and whether it would be of 
use to those who furnish it. It was 
decided to appoint a small publicity 
committee for the purpose of cooperat- 
ing with business organizations, trade 
papers and editors in general in de- 
veloping a better understanding of the 
census work, the importance of statis- 
tics, their usefulness, etc. 





Among factors other than credit 
which played a part in the failures 
examined were chain store competition 
and inexperience, although these were 
of minor importance. Where dis- 
honesty entered into the bankruptcy 
situation it was found to be a result 
rather than a cause. A_ surprising 
fact brought out in the survey was not 
that the merchants who failed lacked 
experience, but that a number of them 
should be on the verge of bankruptcy 
after having weathered the storms of 
actual business for periods ranging 
from 10 t@ 25 years. 

The ratio of credit loss among Louis- 
ville retail grocery establishments, the 
survey showed, tended to vary inverse- 
ly with the size of the business. 
Grouped according to the volume of 
their total sales, 416 stores represent- 
ing all sizes of stores and all sections 
of the city, it was found that the larger 
the establishments the smaller the pro- 
portion of bad-debt business. 





Employment in the hardware indus- 
try declined to 32,685 in April from 
33,457 in March, a drop of 2.5 per cent, 
according to the Department of Labor, 
basing its figures on reports from 69 
establishments. The weekly payroll 
dropped to $852,151 from $876,585, a 
decline of 2.8 per cent. But when 
compared with the same month of last 
year sharp -increases were made in 
April of this year. The number of the 
payroll rose 6.2 per cent and the 
amount of the weekly payroll increased 
11.3 per cent. 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 


“Some of them 


have been copied, the rest will be.” 








The Treasury Department is reported | 
to have received the following letter: 

“I have received your application, | 
but as I already belong to several good | 
orders I do not care to join your in- 
come tax at this time.” 


The hoghead was having his troubles | 
getting over the Crawford hill, and re- 
ceived the following message from the | 
superintendent : “Why the delay on the | 
Crawford hill?” | 

The answer was short but plain. “Out | 
of sand.” 

At the next telegraph office he re- 
ceived the following: “What were you 
doing on the Crawford hill without 
sand ?” 

The reply, still short but full, was: 
“Slipping.” 


One touch of scandal makes the whole 
world chin. 


Billy Kelly: “Daddy, I have splendid 
news for you. The second grade teacher 
is going to retain my services for an- 
other year.” 


A famous English engineer tells a 
little story with a big moral to it. He 
says: “On a certain job which I en- 
gineered, I was making a tour of inspec- 
tion to determine the progress of con- 
struction. Among the many workers I 
noticed one who was driving rivets with 
amazing speed but none the less with 
care. 

“As I watched him I realized that he 
was doing as much work as any two 
riveters within my vision. I approached 
him and in a casual manner asked: 
“Who’s the boss around here?’ and the 
reply he gave me is one that I am 
never going to forget. 

“*There’s the boss over there, but he 
ain’t my boss,’ was the reply. ‘He bosses 
the men who do their work carelessly. 
Any fellow who needs a boss around 
here don’t get far in this concern, ” 





A friend was visiting a newly mar- 
ried couple, and examined with interest 
the new furniture. Said the friend, 
“What well-chosen furniture you have 
—each room in a different period. This 


| living room, I see, goes back to Louis 
| the Fourteenth.” 


Said Mr. Newly-Wed, who had found 
this set particularly uncomfortable, 
“You’re wrong. It goes back to Sears 
Roebuck the fifteenth.” 


A motorist was held up by a traffic 


| policeman. 


“What’s your name?r” demanded the 
cop. 

“Abraham O’Brien Goldberg,” re- 
plied the man. 

“What’s the O’Brien for?” asked the 
officer. 

“For protection,” returned Abraham. 


Fair Customer: “I’d like to try on 
that skirt over there.” 

Salesman: “I’m sorry, madam, but 
that is the lamp shade.” 


Chief: You were foolish to touch 
that wire. Don’t you know you might 
have been killed by the shock? 

New Fireman: Sure. I felt it care- 
fully before I took hold of it. 


Old Fashioned Youth—“Eunice, un- 
worthy as I am, I have resolved to sue 
for your hand.” 

Business Man’s Daughter—“All right, 
go ahead and sue!” 


No man can serve two masters. That’s 
the reason the average husband has only 
one wife. 


In a church, at the font, her brother, 
aged eight, is being christened. 

Little Girl (hoarsely)—‘“Behind his 
ears, too, Reverend Smythe!” 





The doctor’s little daughter had 
strayed into his surgery, and was watch- 
ing, wide-eyed, as he tested the heart 
and lungs of a patient. Suddenly she 
spoke: 

“Getting any new stations, daddy?” 


“My dear young lady,” said the 
clergyman, in grieved tones as he 
listened to an extremely modern young 
woman tear off some of the very latest 
jazz on the piano, “have you ever 
heard of the Ten Commandments ?” 

“Whistle a few bars,” said the young 
lady, “and I think I can follow you.” 


Cop—Who was driving when you hit 
that car? 

Drunk (triumphantly )—None of us; 
we was all on th’ back seat. 


Bessie came running to her grand- 
mother, holding a dry, pressed leaf, 
obviously the relic of a day long gone 
by 


“I found“it in the big Bible, Grand- 


” 


ma,” she said, round-eyed. “Do you 
suppose it belonged to Eve?” 


An Irish policeman was taking an 
examination for promotion. In an- 
swer to the question, “What is rabies, 
and what do you do about it?” his 
paper gave this enlightening explana- 
tion: 

“Rabies is Jewish priests, and you 
don’t do nothing about it.” 


Wife: “I can’t find my last year’s 
bathing suit.” 
Husband: “Probably a moth ate it.” 


Young lady (just operated on for 
appendicitis): “Qh, doctor, will the 
scar show?” 

Doctor: “Not if you are careful.” 
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MERCHANDISING IDEAS 


NEW ITEMS 

















STAINLESS STEEL 


Its History, Characteristics and Application 
By J. C. € HOLDING 


Manager, American Stainless Steel Co., Pittsburgh, Pa. 


Goin: LESS steel was first introduced to the public 


in 1914, by Harry Brearley of Sheffield, England. 

He was engaged in a study of the properties of 
various materials to be used for rifles and naval guns. 
Some of the steels examined for this purpose contained 
large amounts of chromium and, in the course of his 
experiments, samples were etched for microscopic 
examination. Mr. Brearley noticed that high chromium 
steels were either not etched at all or only attacked very 
slowly by the usual reagents used for etching, and that, 
moreover, they did not rust when exposed for consider- 
able periods to the air. 

The many possible uses for such material were evi- 
dent, but the one which first attracted Bearley’s atten- 
tion was its application to fine cutlery. At first, here 
was some difficuly in persuading any cutlery manufac- 
turer to try it, but finally some knives were worked up. 
Many difficulties had to be overcome in the forging and 
finishing due to the fact that this new alloy required, for 
the best results, different conditions of heating, forg- 
ing and polishing from those to which the cutlers were 
accustomed. 


Asout the same time, Elwood Haynes of Kokomo, 
Ind., made practically the same discovery as Brearley, 
and applications for United States Patents were filed by 
both men within a few days of each other. 

“Stainless” is a chromium alloy of iron. It is wrong, 
however, to think of it as an alloy of fixed chemical 
analysis. Instead of one fixed alloy, the Stainless indus- 
try offers a wide range of alloys of widely varying 
physical, chemical, mechanical and corrosion resisting 
properties. Therefore, a very large part of the re- 
sponsibility of the manufacturer of Stainless Steel con- 
sists in studying his prospective customer’s problem and 


suggesting one of the stainless alloys of suitable carbon 
and chromium content, with an appropriate heat treat- 
ment if necessary, to accomplish the results which the 
prospective user must get. The amount of carbon 
present in the alloy has a direct effect both upon its 
corrosion resistance and physical properties. If the 
carbon is above .12 per cent, the material should be 
heat treated to bring out its stainlessness. It must also 
be borne in mind, when utilizing stainless iron (carbon 
.12 and under), for purposes requiring complete im- 
munity to rust or stain, that all scale must be removed. 

Polishing seems to straighten out the molecules near 
the surface and figuratively closes the pores of the sur- 


face, making corrosive attack from an outside agency 


more difficult. 


Ir stainless iron is subjected to severe fabricating 
operations, such as drawing, bending, etc., the molecules 
apparently are disarranged and internal stresses set up, 
which are likely to cause corrosion unless these con- 
ditions are relieved after fabrication by pickling or 
otherwise. This is a simple matter. Some such treat- 
ment as this should also be resorted to after sand blast- 
ing the surface of stainless steel. 

Let us consider the properties and characteristics of 
two distinct and, more or less standard grades of stain- 
less steel; namely, (1) one containing approximately 
.30 per cent carbon and 12 per cent to 14 per cent 
chromium, and (2) one containing .12 per cent and 
under carbon and 12 per cent to 14 per cent chromium. 

The first type is the original stainless cutlery steel as 
discovered by Harry Brearley. Its corrosion resisting 
properties, when properly hardened and free from scale, 
are remarkable. It will effectively defy corrosion when 

(Continued on page 82) 
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Atkinson Offers Complete Service 
For Those Who Shave 


doing their somewhat limited shopping in a hard- 

ware store. With women making an estimated 
85 per cent of all retail purchases, we sometimes over- 
look the men of our community when designing our 
stores and arranging displays for various lines. There 
are certain lines for the use of men, which they will 
always buy for themselves in the majority of cases. 
Such a line is shaving equipment, which must incfude not 
only razors, razor blades, brushes and mirrors, but should 
also include a fair assortment of shoving soaps, powders, 
creams, lotions and perhaps some after shaving powder. 
The only reason drug stores and others foreign to the 
hardware field found it profitable to make leaders out of 
razor blades was from the obvious fact that with the 
sale of the blades came business on related lines. In 
other words they offered men a complete shaving service. 


Pievine ie so all normal men would prefer 


Many hardware merchants have been alive to this 
angle of cutlery merchandising for many years. We 
frequently hear of a very successful shaving equipment 
business in connection with the cutlery department of a 
good hardware store. There should be more activity 
along this line. R. J. Atkinson, in Brooklyn, N. Y., 
probably faces every known kind of chain store compe- 
tition with a few extras to boot. These things don’t 
worry him. He goes after every kind of related and 
even unrelated line which he believes will sell actively in 


his store because it is needed by the people of. the 
community he serves. 

The Atkinson shaving service show case is not neces- 
sarily in its final development with this store. In fact, Mr. 
Atkinson recently started to study this particular part 
of his cutlery business and will likely have something 
quite different at an early date. The principle, however, 
will always be the same. With every extra or second 
sale you can arrange in any department, you make a 
definite stride toward a more profitable business. 


M EN would rather come to hardware stores. If they 
find they can acquire all the equipment necessary for 
self-shaving you are assured of their constant patronage 
for these items, all of which are dandy replacement 
numbers. 

In adding the items which so many wrongly class as 
“extras” it is well to proceed slowly. A fairly light stock 
of these lines will enable you to feel your way, deter- 
mine the popular brands, etc., and thus your future 
requirements can be governed on your experiences. 

In advertising or displaying the complete shaving 
equipment department be sure to emphasize the “com- 
plete” angle. This is the important point of sales appeal. 
Hammer home in show cards and wherever possible to 
promote the idea that your cutlery department includes 
a “complete shaving equipment section.” 








UMI 
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AT LAST « perrFeEcren 


~ RAZOR BLADE SHARPENER 























GILLETTE TYPE 
VALET AUTOSTROP 
DURHAM DUPLEX 
WADE « BUTCHER 






Automatically Hones and Strops the Blade 


ANY years of experimentation and improvements have made 
+*'# ALLEGRO the most popular safety razor blade sharpener in 
. Europe to-day. Now this scientifically precise machine is ready for 
Open operation... no gears the American market, and we venture to say it is going to take the 







.« .. easy sliding friction. Sim- E e 2 
ple to handle and quick as a shaving men of America by storm. 

! i e se e 
a, See ee ALLEGRO is constructed on the hone and strop principle — 


heavy nickeled metal. It is ; , : : 
packed in an attractive maroon entirely new and unique in a safety razor sharpener. The automatic 


leatherette case with the name = ation of ALLEGRO brings all four sides, forming the cutting edges 


engraved in gold lettering. 
of the blade, into contact with the sharpening body “at the angle 
g of shaving”. Thus the blade is kept new, crisp and keen. 
Retail — 
Sales Dealers—Get Started this Easy Way 
Price 


No special contracts or large order purchases are required. All 
we ask is that you try ALLEGRO yourself. Your own enthusiasm 
for this perfect sharpening instrument will quickly indicate to you 
the enormous sales possibilities ALLEGRO presents. Send in your 
trial order ($3.00 price to retailers) and get started. ALLEGRO is 
unqualifiedly guaranteed. 

We will co-operate with one of the most complete and effective 
sales and advertising helps that was ever offered to dealers. 


ALLEGRO SNe 


ALLEGRO COMPANY 
170 Thomas Street Newark, N. J. 
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The 
CUTLERY 


Question Box 


Here’s a question from a jobber’s salesman, which with 
the answer, sheds some interesting light on current 
problems in cutlery merchandising. 


THE QUESTION 


FREEPORT, ILL.—I represent one of the leading hard- 
ware jobbers in this country, covering northwestern 


Illinois. I am indeed glad you have made provisions 
to answer cutlery problems. I, for one, have cutlery 
problems. 


I find the greatest problem in selling cutlery to the 
consumer by our dealers is lack of proper display. In 
nearly 75 per cent of the cases cutlery is displayed in a 
small, dingy show case, with enough newspapers and 
small catalogs, or several weeks’ old mail on top of 
these cases that the prospective customer cannot see the 
display, if he stands directly in front of such a case. 

As a consequence, some of the cutlery business has 
drifted to the cigar stores, drug stores and soft drink 
places, who are more alert as to display and selling this 
class of merchandise. 

Several years ago the writer represented a tool manu- 
facturer who jobbed a line of pocket cutlery in southern 
Illinois and during the week of the Illinois State Fair. 
A man from St. Louis and myself had charge of this 
manufacturer’s display. This manufacturer sent us 500 
pocket knives to sell during Fair week. The sale of these 
knives was given in my care. I sorted these knives as to 
* quality and made two lines, one line to sell at 69 cents 
and the other to sell at 89 cents, and mounted all of 
these knives on two boards about 12 in. x 36 in., cover- 
ing same with green colored burlap and using % in. 
black elastic across, holding the knives, driving a brass- 
headed furniture nail between each knife to hold them 
in place 

We immediately set them up on our roughly made 
counters such as is usually used at fairs or conventions, 
and delegated my associate’s two sons, who were of high 

school age, to stand near these boards at all times and 
never allowed the boards to be unattended, keeping the 
- spaces filled at all times. 

Now, the surprising thing was that at the end of the 
second day we were compelled to wire for more knives, 
as we were about sold out. At the end of the fair week 
we had sold one thousand knives at a good profit. 

In talking to all those that showed interest in our dis- 
play we found they either had an old, worthless knife or 
had none at all. A very few who stopped to admire 
our display had a serviceable knife and still a smaller 
number had a new knife. My estimate is as follows: 

Six out of 10 do not have knives. Three out of 10 
have old knives, need replacing, and I out of 10 has 
a new knife. I do not know what the official observation 


is on this subject. But the above is my own observation 
at the Fair above mentioned. 

Now the question is, what can the jobber’s salesman 
do to make the retailer sell more pocket knives ? 

I would like your views on the subject. 

If you can use this letter to any advantage, you may 


do so with my permission. I am, 
(Signed) D. A. M. 
THE ANSWER 


You certainly have picked out one of the hardest 
problems for a jobber’s salesman or any cutlery sales- 
man to solve. It is true that many salesmen selling 
cutlery have found dealers who are progressive enough 
to listen to suggestions and advice and who realize that 
cutlery of all kinds constitutes a profitable line of goods. 
The great difficulty seems to be in finding time enough 
to sell this idea to the dealers. The jobber’s salesman, 
having closer and more frequent contact with the dealers, 
should have less difficulty than salesmen specializing in 
cutlery lines. 

It would seem, Mr. M., that you have answered your 
own question in the third paragraph of your letter. It 
is true that many dealers make unattractive displays, if 
any, and frequently cover them with catalogs, advertising 
cards and all other kinds of merchandise, either placed 
on top of the cutlery case or often arranged in front 
of it in such a manner as to almost entirely obstruct a 
view of the contents of the €ase. 

The cutlery case should be the first point of attack by 
the salesman. He should not only suggest that all ob- 
structions be cleared away and that the case should be 
properly arranged with an attractive display of cutlery, 

(Continued on page 88) 





END in your questions on cutlery de- 

| partment problems. A committee of 
experienced cutlery makers and merchan- 
disers will answer your questions impartially 
and in this way will endeavor to help you 
improve your cutlery sales and profits. 
With the exception of questions concerning 
controversial selling points on _ specific 
brands or relative merits of sales plans of 
competing companies, all kinds of cutlery 
questions are most welcome.—The Editor. 
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Reg. U. S. Pat. Off. 


Do you know 


whose trademark 
this is? So do a lot 
of your customers! 











CHRADE )AFETY 
Push Button Knife 


No Breaking g 
nger nails 


Push the button and the blade opens auto- 4 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTI NGLY SHARP MARIS) 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular type pocket knives. 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 











This Is It— 


“Handy 
Andy” 


They’re All Selling It— 





a 





A great field opens to you in the small shop 
without electrical power, where the efficiency of 
the Pike “Handy Andy” makes it a most wel- 
come tool. The four sizes in which the “Handy 
Andy” is made offer every such shop the 
grinder it needs. 


Many a home, too, needs a grinder—and is 
“always going to get it.” Display the Pike, 
make it the reminder and make the homes 
happy. 

So easy running, and the Pike Vitrified Grind- 
ing Wheel is a sure, keen, fast cutter. The 
machine-cut helical gears give it unerring ac- 
curacy. Genuine auto body enamel finish im- 
parts to the Pike that high-class look it de- 
serves. 


The modest price helps sell it. 


If your Jobber cannot 
supply you, write us. 


Pike Manufacturing Co. 
Pike, New Hampshire, U. S. A. 


Manufacturers of sharpening stones 
and specialties for over 100 years 
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Never-Stain 
Paring Knives 








No. 83—3-inch blade of Sterling quality Stain- 
less Steel, swaged and etcked. Shaped handles in 
cocobolo and ebony. Brass rivets and burrs. 


No. 74—3-inch blade of Sterling quality Stain- 
less Steel, etched. Shaped handles in cocobolo and 
ebony. Brass rivets. 











Sterling quality 
Stainless Steel, etched. Flat rubberoid handles, 
riveted. Nickel plated ferrules. 


No. 2889—3-inch blade of 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 











| A NEW LINE! 
R. MURPHY’S TEMPERITE BRAND 


PUTTY KNIVES 





SOME! Putty Knife, a sure seller on sight. 


Get prices at once. 


AND A NEW STAINLESS LINE, TOO 
R. MURPHY STAINLESS KITCHEN KNIVES 
R. MURPHY STAINLESS GRAPE FRUIT KNIVES 


Put up in attractive counter display boxes that INVITE sales. 
With these new Knife offerings to the trade we need only say of 
them as of every R. MURPHY Knife made in the last 79 years— 
QUALITY is the FORE-thought and PRICE the AFTER-thought 
in their manufacture . 
ably priced! 


- and yet you will find them reason- 





PAPER HANGERS 
KNIVES 

- Made in 5 styles 

No. 2 Round Point 3%” blade 


Write for prices and complete 
catalog 


Robert Murphy’s No. 3 Round Point 3%” blade 
Sons Co No. 2 Square Point 3%” blade 

- No. 3 Square Point 3%” blade 

Ayer, Mass. Est. 1850 No. 1 Square Point 3” blade 











STAINLESS STEEL 


It’s History, Characteristics and Application 
(Continued from page 77) 


subjected to moist air, water, perspiration, blood, anti- 
septics, nitric and nitrous acids, vegetable and mineral 
oils, mine water, steam, alcohol, ammonia and other 
alkaline solutions, gasoline, soap, mercury and many 
other organic and inorganic chemicals. Note particularly, 
however, that it will not fully resist the action of hydro- 
chloric, sulphuric, sulphurous and hydrofluoric acids. 

The physical properties of this grade vary with dif- 
ferent heat treatments. In the fully hardened condition, 
its tensile strength, speaking typically, is approximately 
260,000 Ib. per square inch. Its elastic limit 225,000 Ib. 
per square inch. Elongation in 2 in., 11 per cent. Re- 
duction of area 32 per cent. Brinell hardness 512. 

Welding, brazing and soldering of this type are satis- 
factorily accomplished, but must be carried out with 
care and special attention. 


I: is often stated that stainless steel cutlery will not 
hold an edge. However, the success of some manufac- 
turers in producing stainless steel knives, with an ex- 
tremely satisfactory cutting edge, is sufficient proof 
that it can be done. The trouble is that many manufac- 
turers do not realize that stainless steel cannot be handled 
exactly like carbon steel. 

The second type, known commercially as “stainless 
iron” has a much broader application in industry and is 
the grade in which the tonnage produced has shown the 
largest growth in the past several years. This material, 
even in the annealed condition, is highly resistant to the 
most common corrosive agents, such as sea water, fresh 
water, mine water, steam, carbonic, nitric or nitrous 
acids, alkali solutions, gasoline, blood, perspiration, sour 
milk, alcohol ammonia mercury, soap, sugar solutions 
and hot oil. As in the case of cutlery steels hydrochloric, 
hydrofluoric, sulphuric and sulphurous acids, either in a 
pure, concentrated or dilute solution, will attack the 
material. The presence of the common impurities found 
in commercial acid solutions, however, sees in any cases, 
to minimize this attack so that frequently stainless iron 
is found to offer satisfactory resistance to these reagents 
in their usual impure forms. 

Then tensile strength of stainless iron at room tem- 
perature is approximately 80,000 Ib per square inch, 
very considerably higher than that of ordinary mild 
carbon steel. 

One of the remarkable physical characteristics of stain- 
less iron ‘is the fact that it retains, to a marked degree, 
its high physical properties at elevated temperatures, 
making the material particularly serviceable in many in- 
dustrial applications where high tensile strength at high 
temperatures is essential. It is also remarkably free 
from scale when heated to high temperature. 

Stainless iron cannot be welded by the blacksmith 
forge method. However, it can be satisfactorily welded 
by the electric or gas processes, provided certain pre- 
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cautions are taken. The weld must be protected from 
the air to prevent oxidation. 

Since stainless iron will air harden, it is sometimes 
necessary to anneal the weld in order to restore its soft- 
ness. Spot welding requires no special precautions. 

As indicated at the very beginning, table cutlery was 
the first product to benefit by the use of stainless. While 
at first it was difficult even to get a cutler to try it out, 
we all know that today there is scarcely a high grade 
cutlery manufacturer who is not putting out at least a 
part of his production in stainless steel. We also know 
that stainless steel cutlery can be purchased at any first 
class store handling such products and that it is no 
longer a curiosity but a staple. Not only knives, but 
spoons and forks are inceasingly common and several 
manufacturers are producing complete sets of stainless 
kitchen tools. 


"Tue kitchen range is an essential part of the house- 
wife’s equipment and the enthusiasm with which she 
has received the innovation of stainless ovens can be 
imagined. There is no dirt, no scale, no constant brush- 
ing out and laborious cleaning of these ovens. Stain- 
less ovens are now most common in electric ranges, but 
gas range manufacturers are also seriously considering 
them. When housewives become better acquainted with 
the advantages of stainless ovens, they will not hesitate 
to pay the slight increase in first cost. 

The day of the pot being able to call the kettle black 
is surely passing also with the increased sales of stain- 
less steel cooking utensils, such as frying pans, sauce 
pans, kettles, etc. 

The sportsman is receiving his share of attention. The 
majority of manufacturers of golf clubs have fallen into 
line and are now offering stainless steel clubs to the 
great satisfaction and enthusiasm of all golfers. 

Stainless steel gun barrels make a strong appeal, be- 
cause they do not have to be cleaned immediately after 
using. Even after standing untouched indefinitely after 
using, stainless guns and rifles clean much easier than 
those with ordinary barrels and show no pitting or other 
damage. 


F ISHING rods and reels of stainless material will 
probably be the next big development in the sportsmen’s 
equipment. 

One of the outstanding engineering applications of 
“stainless” is in connection with the oil and chemical 
industries. Today stainless trimmed valves for high 
pressure, high temperature corrosive liquids and gases 
are available from practically all of the manufacturers 
of goods in this line. 

The water pump shaft in practically every automobile 
motor of reasonably high grade is made of stainless 
steel or stainless iron, this application having done away 
with corroding shafts and leaking pumps. 

Eventually all polished parts on automobiles will be 
made of stainless steel which is permanent in finish, 
needing only to be wiped off to remove dirt, eliminating 
all necessity for constant polishing and insuring a new 

(Continued on page 85) 











allies with - 
BUY appeal 


SMARTNESS and up-to-the-minute styl- 
ing advertised to over sixteen million 
people creates many new customers for 
Russell Cutlery. These folks may already 
own useable cutlery...but they just have 
to get those novel, beautiful Russell 
lines pictured in the advertisements. 
Which means rapid turnover for you. 
...a low inventory...and a great deal 
of profit. 


We help you to cash in on these ready 

made sales by filling orders promptly 
—shipments are made within twenty- 
four hours. 


Write to your jobber or direct to us for 
details of our new lines. 


Russell Cutlery RU S SELL 


is Nationally 
Advertised G R EEN RIVER 


CUTLERY 
JOHN RUSSELL CUTLERY COMPANY * TURNERS FALLS, MASS. 


























| THE “BIG PROFIT” nomsrr 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
win canton net. Note retail offer. 


{OE AL FOR OUR HOME 





THE POPULAR 


50c 


SELLER 
This .original and prac- 
No____ONE_ DOZEN SutaRS tical cabinet grips each 
——— ne — until re 
oiaean eased by the purchaser. 
seas en camn Ships perfectly. No. 7340 


Assortment contains 1 dozen famous Oval brand “Ivory- 

tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 

8”. sizes. 

pap” RETAILERS can place an original order for 
— CABINET to be billed through their 
obber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©. 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 
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Radium blades meet the demand of 
the shaver. This blade has never met 
a beard it cannot shave perfectly! 
That’s why Radium blades are in- 
creasing in sales. They are adver- 
tised in Liberty Magazine to send cus- 
tomers to your store. 



















Made by the Radium Cutlers 









LULA 
ARE: BETTER BLADES 









Counter Display Card OTTO ROTH, Inc., Newark, N. Be Use ee 
Attractively printed in three colors: sf . : ° ° Gillette Type 
ot gata ser 4° eg cr Distributed by Wiebusch & Hilger, Ltd. ye ky 



















Send for all our Dealer Helps 


» ” » » for any BUTCHER 


Easel style. Ten packages are shown. 106 Lafayette St. New York 














this The ALL AROUND 
stock of Cheney 
BEATERS!) acta cnse wiaa tie torw and reper sore 


demand. Also useful for the smaller jobs be- 
cause of its compact design. 





Turse few Dexter knives in just a few sizes enable The model shown above is the ideal grinder 
your Cutlery Department to fill the knife wants of = bay farm (Cheney 4 ia Its extension a 1S 
meat market men. You can base your assortment ay Se Gee ee Se eer See 


: ae : and axes. 
on these items for a minimum stock, a small invest- , . 
ment and a fine profit. Catalogue and prices sent on request 
| S. CHENEY & SON 
Harrington Cutlery Company MANLIUS, N. Y. 








Southbridge, Massachusetts 


POULTRY-SHEARS Cultivate Cutlery 








Best Quality. Makers of 
all kinds of high class 
Poultry Shears 
since 1905. Buy 









The keen dealer realizes clean-cut — 
profits from his cutlery stock. A pleas- 


this famous y Eagle ing portion of his income is cut from his 
S Poultry Shear knife sales. 
- from the inventor. 


Whet your aintiodas on the Harp- 
warRE AcE grindstone. Profit by the cut- 
lery articles. 


AUGUST BRECHER 
SOLINGEN 3, Germany 


Poultry-Shears with handles of Celluloid in 30 
different colors. Stainless-Shears, Gilded Shears. 

























LIMI 








HARDWARE AGE for AUGUST I, 1929 85 





STAINLESS STEEL 


(Continued from page 83) 


appearance to the car throughout its life. Mud guards 
and side aprons are being considered by some manu fac- 
turers. In this case the material would not be polished, 
but enameled as usual with the assurance that no rust 
would form under the enamel to scale it off. 

Stainless steel pressure tanks, digestors, and similar 
equipment now being extensively used by the DuPont 
Company, and the Atmospheric Nitrogen Company in 
the manufacturer of nitric acid are good examples of 
the application of stainless to industrial equipment. 

_ Another illustration is dairy equipment. Tanks, 
coolers, bottling machines, weigh cans, etc., are to some 
extent being made of stainless steel and iron. 


O THER industrial fields which are bound to show in- 
creasing occupancy by “stainless” are the laundry ma- 
chinery, processing, and canning industries. 

The draftsman finds his compasses, rules, pens, etc., 
vastly improved as to durability and ease of cleaning, the 
surgeon or doctor is proud of his stainless steel instru- 
ment sets, which can be sterilized without danger of 
rusting, and the dentist is rapidly realizing that his 
patients demand that he: shall use stainless instruments. 

Stainless steels are now being produced by thirty 
licensed steel mills and foundries in this country. It is 
produced in most of the commercial forms in which 
ordinary steel is obtainable, such as hot rolled bars, 
plates, shapes, sheets, cold drawn bars, hot and cold 
rolled strip, tubes, etc. Consumption is increasing rapid- 
ly from year to year. 

The price is necessarily high as compared with ordi- 
nary steel because of high cost of chromium and the 
greater care necessary in its manufacture; but even so 
its use is economical in all of the applications discussed, 
and will be found economical in many others as its ad- 
vantages become better known. 


Remington’s Fall Hunting Window Display 


A very colorful and animated series of game and hunting 
scenes featuring its products has been prepared by Remington 
Arms Co., 25 Broadway, New York, N. Y., as window display 
material for use during the fall season of 1929. 





This display material is reproduced herewith. As can be seen, 
it is adapted to various size windows and designed to stimulate 
sales of arms and ammunition for the dealer during the fall 
months of this year. 





The Gem Sells Itself 


With This Display 
on Your Counter 


H E customer 

who comes in 
to purchase other 
things pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


All customers like 
these handy _ nail- 
clippers because 
they trim nails and 
hang-nails perfectly, 
and work easily 
with either hand. 











Gem 50c. 


The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 
and Judge. 
Transparent Du Pont “Cellophane” 
= protects them from rust, dust and 
; tarnish. 
The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 














EDLUND 





Quality 


CAN OPENERS 


Universally Approved 
THE EDLUND JUNIOR, 


Larger styles shown above, is a household 
size of unqualified excel- 
lence. . A precision product, 
it is attractively made to 
meet the present demand 
for colors. Complete. line 
includes a type for every 
condition of service. 


Watch for announcement 
_ of new product soon. 


De® EDLUND CO. 


and samples 
BURLINGTON, VERMONT 
































HARDWARE AGE for AUGUST I, 1929 











Speed Up 
the 


Wheels of 
Industry 













Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 







The “Right” File Handle 


A soft-wood file handle has been placed 
before the trade by Fred C. Ehinger & 
Co., of Palmyra, Mich. The “Right” han- 
dle is said to be nearly indestructible, and 
it is impossible for the ferrule to come off 
or the handle to split. 

The ferrule is made of seamless steel 
stamping and so shaped that when a wood- 


































OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 











turned handle is pressed into place, enough 
expansion takes place to always hold the 
ferrule on. 

The ball on the ferrule affords a natural 
and comfortable position for the fingers, 
and the handle has been shaped so that 
it will not tire the hand. Packed 3 doz. 
in a carton. 


The Universal Bottle Cap 
Universal Metal Goods Co., 10300 Cor- 


liss Ave., Chicago, II1l., is now manufac- 
turing a new bottle cap. This is a lac- 





quered cap with a genuine cork insert. A 
gross package of the company’s caps is 
illustrated. 


Several New Threadwell Tools 
The Threadwell Tool Co., Greenfield, 


Mass., for whom Surpless Dunn & Co., 
Inc., New York, N. Y., and Chicago, III. 
are general sales representative, is adding 
to its well-known line of taps, dies and 
screw plates a number of useful and popu- 
lar priced tools. 

Among the list of tools now in produc- 
tion are hack-saw frames in several new 
and distinctive patterns, employing a novel 
patented frame adjustment for different 
lengths of blades. These frames have met 
with a favorable reception by the trade. 





Other tools being produced are combina- 
tion squares made with 6-in., 9-in. and 12- 
in. blades and furnished with or without 
center head. These squares are made with 
a die cast head of special design, insuring 
strength and accuracy. 





A very complete line of thickness gages 
have been brought out, being made up 











regularly in 14 different combinations of 


feeler leaves, which are absolutely accu- 
rate and well finished. 
Production was recently attained on 


the regular Stillson pattern, having parts 
interchangeable with other standard makes. 

In producing the Stillson pattern pipe 
wrenches, the entire tool is thoroughly heat- 
treated instead of hardening only a small 
section of the jaws. The value of expert 
heat-treating is also reflected in a new line 
of square-head nails made in all popular 
sizes. 

Descriptive printed matter on the entire 
Threadwell Tool Co. line will be mailed 
on request. 


A Sanitary Garbage Receptacle 


The Stearns Out-of-Sight garbage re- 
ceptacle is manufactured by E. C. Stearns 
& Co., of Syracuse, N. Y. It has been de- 
signed to eliminate annoyance and unsani- 





tary conditions caused by uncovered and 
temporary receptacles. 

This garbage receptacle has been made 
to serve for years. The cast parts are 
of semi-steel and malleable iron. Bronze 
bolts, riveted, hold all movable parts se- 
cure. The body is of sheet steel, dipped 
in rust-proof japan. The inner can is 
constructed from galvanized iron. 

By stepping on the pedal, the cover is 
lifted. It drops back in place when the 
pedal is released” 


Plomb’s Ingenious Weeder 
This ingenious weeder is made by the 
Plomb Tool Co., 2209 Santa Fe Avenue, 
Los Angeles, Cal., and is said to be very 
handy and most efficient. ; 





The prongs are pushed down to straddle 
the roots of the weeds, then the ball is 
rolled a bit to loosen the roots, and the 
weed is then easily pried up by pushing 
the handle down, using the ball as the 
fulcrum. 

It is made in two sizes and 1s one of the 
items in the new 16-page Plomb hand- 
forged tool catalog that has recently been 





published. 


Stillson pattern pipe wrenches, these being _ 
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Oil Heat Milk Chiller 


A milk chiller for use on dairy farms, 
that reduces the temperature of milk from 
90 deg. or more to 40 deg. or less imme- 
diately after milking, has just been an- 
nounced by the Perfection Stove Co., 
Cleveland, Ohio. It is said that this new 
type of milk chiller solves one of the big- 
gest problems of dairy farmers—the quick 
cooling of milk to a temperature under 
50 deg. immediately after milking. 

The Superfex oil-burning milk chiller 
chills the milk by direct contact at the 
rate of a gallon in three minutes. It will 
reduce the temperature of 15 to 35 gal. 
of milk from animal temperature to 40 
deg. or less, the capacity being dependent 
upon the temperature of the water required 
to circulate through the aerating section 
of the device during the cooling period 
and also through a coil in the condenser 
tank during the period that refrigeration 
is being generated. The refrigeration is 
generated by the application of the heat 
from a quart and a quarter of kerosene 
used in burners somewhat like those on 
oil cook stoves. This quantity of fuel is 
consumed in about an hour and _three- 
quarters, but all that the user need do 
is “light it and leave it,” for the burn- 
ers go out automatically when refrigera- 
tion is completed. 

An insulated jacket, slipped over the 
chilling cylinder or evaporator of the re- 
frigerating device, retains the refrigeration 
until it is to be used, any time from 3 to 12 
hours after generation, and the manufac- 





turer supplies directions for the construc- 
tion of a storage box in which the cans of 
chilled milk can be kept cold for shipping 
after the following milking. Immediately 
after milking, the milk pails are emptied 
into a 10-gal. receiving tank at the top 
of the device, from which the milk flows 
over an aerator and from there over the 
chilling cylinder or evaporator of the re- 
frigerating device, and then into the ship- 
ping cans. 

The marketing of Superfex oil-burning 
milk chillers will be handled directly from 
the factory through hardware dealers and 
others who have been authorized as Super- 
fex refrigerator dealers. 
















Dazey Churns 


sold only through 


Jobbers --i Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
dorsed by Good Housekeeping 
Institute, State Agricultural Col- 
leges, and Scientific Buttermakers 
everywhere. It is strictly a 
“Quality” Churn. Only the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a newfield 
for DAZEY Electric Churns. 
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DAZEY SHARPIT 


All purpose household Sharpener. Re- 
quires no skill. The original Sharpener 
of its type. Patented grinding wheels. 
Attractively finished in rust-proofelectro 
plating. Furnished with removable, re- 
versible clamp. 


Order from Yeur Jobber 
Dazey Churn & neremctaing Company 
t. Louis 









































ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 

The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you and your merchandise by your 
window displays. 


ey 


*‘Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 
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THE 
MORSE LINE 
INCLUDES: 


ARBORS 
CHUCKS 
COUNTERBORES 
DRILLS 
REAMERS 
MANDRELS 
TAPER PINS 
SCREW PLATES 
SOCKETS 
SLEEVES 

TAPS AND DIES 
CUTTERS 


MORSE 





ESTING the steel 
we use, living up to 
accuracy standards of 
the most exactin3 
kind, and using heat 
treating, methods sec- 
ond to none in the 
country — certainly 
not the most inexpen- 
sive way to manufac- 
ture drills. 


But that is the way to 
make possible inexpen- 
sive drilling. That is the 
way Morse Drills are 
made, and as a result they 
drill more holes per grind. 


TWIST DRILL & MACHINE COMPANY 
NEW BEDFORD, MASS. 














The Cutlery Question Box 


(Continued from page 80) 


but he should almost insist upon it. By being insistent, 
he will excite the dealer’s interest in cutlery. You write 
of your experience at the Illinois State Fair, where you 
sold 1000 pocket knives in a week. Naturally, no retail 
store will have as many people pass their cutlery display 
in a week as will attend a State fair, but if cutlery dis- 
plays are made in an attractive mnner, interest in cutlery 
will be awakened in a great many of the store patrons 
and sales will result. 

How often we see newspaper advertising or circulars 
of some retail store in which a variety of household ap- 
pliances such as ash cans, garbage pails, electric irons, 
etc., are brought to the attention of the consuming 
public, but how seldom we find cutlery in these ads, 
except, perhaps, during the Christmas holiday season, 
and then only in a very limited way. Indeed, it is not 
unusual for a store to advertise items the sale prices of 
which are considerably under one dollar and in which 
the dealer profit must be very small. Stress this point. 
Cutlery shows a good percentage of profit. Sales can 
be considerably increased by attractive displays in the 
store and don’t forget the windows. Cutlery is an all- 
year item. 

The jobber’s salesman, Mr. M., who has built up his 
cutlery sales, is the one who persistently talks cutlery, 
cutlery profits, cutlery displays and cutlery advertising. 
You cannot get them ali, because some will not listen, but 
there are many wide awake merchants who will listen and 
profit thereby. 


A Safe Rule for 
Hot Weather Advertising 


(Continued from page 49) 


Item variety is very good, wide and timely and values 
are attractively priced. It f§ apparent from the series 
that this store is advertised regularly, about the same 
amount of space each time, and about the same number 
of items. Both good points. The regularity benefits 
direct response and good will; the similarity in size in- 
creases the identifying power of the space. 

This particular ad would have been improved by a few 
lines of general write-up at the top or in a corner box, 
something to suggest the nature of the items presented. 
Just a few words, 40 would be enough, to give the 
reader the store’s idea of its own offerings. 

Otherwise the ad is somewhat above average in all 
respects. 

Getting back to the opening sentence of this article, 
August can be turned into a good month by judicious 
use of space if the advertiser keeps in mind that people, 
hundreds of them, buy just as many different hardware 
items as in any other month, the only difference being 
that the average customer does not visit stores so often 
in hot weather, and therefore buys more at a time. So try 
to offer wide selection in each ad and in that way in- 
crease the bulk purchase of each customer who comes 
in to look at goods. 
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Serve Today’s Public 


(Continued from page 51) 


penters. Some of the latter sought out that basement shop; 
some asked retailers for the saw. 

One day a retailer dropped in. He said: “I can sell 
your hand-saws; I have calls for them.” 

The sawmaker changed his clothes, turned salesman, and 
told his story to nearby dealers: Carpenters liked his saw 
. . . there was demand for it. . . . Why not stock it? 
The dealers stocked it. After a while the sawmaker was 
supplying all his customers through the stores of hardware 
dealers. 

Thus the retailer entered the picture of distribution and 
into the service of consumers! 


And, Last, the Jobber 


News of this hand-saw was spread in other cities by 
saw users. Distant dealers began to show interest. The 
sawmaker sent a young man on the road. 

Then—a day arrived when an order for saws was re- 
ceived from a wholesale house. 

Ah! Here was the solution for the sawmaker of a 
growing problem—and of the problem of growth, in 
serving consumers. So long as the sawmaker had to see 
only that stores in the home town were kept stocked, all 
was well. But to keep dealers supplied at distant and 
scattered points was increasingly complicated and difficult. 

So, the jobbing out-post in distribution was appreciated 
and welcomed by our sawmaker. And, thus, in turn, the 
jobber entered upon service to the consumer. 


In Their Proper Order 


Likewise distribution progressed with the hammersmith; 
with the locksmith: consumer . . . retailer . . . jobber. 
In principle the story of all manufacturing businesses is the 
same. We are now able to see the factors in distribution 
of tools and hardware in their proper order. They are: 

First—Consumer. 

Second—Manufacturer. 

Third—Retailer. 

Fourth—Jobber. 

The form of the statement may be varied for purposes 
of elucidation, but the conclusions remain the same; as, for 
example: 

(1) Consumer; he needs things. 

(2) Consumer with his needs causes manufacturer to 

exist. 

(3) Consumer jointly with manufacturer causes retailer 

to exist. 

(4) Consumer jointly. with manufacturer and retailer 

causes jobber to exist. 

Still another form of the statement of basic elements in 
distribution may help to clear up some confusion over 
money: whose money it is. The retailer, you will remem- 
ber, was heard to say: “The manufacturer wants my money.” 
Whereas, in fact, the retailer has no money; the jobber 
has no money, if we follow this line of reasoning: 

Question: Who is it that has the money? 

Answer: Consumer has the money! 

Question: Whose money is wanted by the manufacturer? 

Answer: Consumer’s money is the money wanted by the 
manufacturer ! 

Question: Whose money pays for the services of the 
retailer? 

Answer: Consumer’s money! 














T’S always harvest time 
for A-P dealers. Stock 
A-P hanger hardware and 


you sow the seeds that 


produce customer satis- 


faction and harvest 
dealer profits. Catalog 97 


is yours for the asking. 


ALLITH-PROUTY COMPANY 


Danville, Illinois 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 

Rolling Ladders Overhead Carriers 

Spring Hinges Door Hangers 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and 
Carage Door Hardware 
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No. 9 


Troning 


Table 





A remarkable value in a new type Table that 
embraces all the features so essential to a really 
good Ironing Table. It is rigid, solid and firm- 
setting, quality material, nicely finished, light 
weight, folds very compactly, a safety latch 
holds frame to top when folded and permits of 
easy handling and storing. Shipped in paper 
bag, thus insuring nice delivery. 


PRICED TO MEET ALL COMPETITION. 
WRITE FOR DETAILED INFORMATION. 


We have a complete line of Ironing Tables, Tub 
Benches, Step Stools, Mop Sticks and Wash- 


Write for catalog. 


THE FEDERAL WASHBOARD CO. 
General Offices 


The New 


Firm-Set 


TIFFIN, OHIO 

















The Best is none too good 


SHARK BRAND 


CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 
Beware of Imitations 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
Eskilstuna, Sweden 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We c a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


A 304 Rai Exchange Bi Coristine B 
mae ee Seattie, Wank = Mentreat, “Can. 














Question: Whose money pays for the services of the 
jobber? 
Answer: Consumer's money! 


Build from Bedrock 


The manufacturer takes a constructive step when he 
identifies his real customer. His customer is the consumer 
of his product—no matter how or by whom the product is 
distributed. By such identification the manufacturer finds 
bedrock upon which to build! 

The jobber likewise is constructive, when he perceives 
that his place, privilege, obligation, is service to the con- 
sumer. Hardware will continue to be made and dis- 
tributed. In hardware distribution the jobber will gain 
or lose position in direct relation to his economic status 
under changed and changing conditions: which, plainly, 
means—the kind and quantity of service the jobber will 
be able to give to the consumer as the latter moves along! 


Who Sets the Pace? 


To be constructive, the hardware manufacturer will 
study his customer, the consumer. And learn to cater to 
that customer: always remembering that the pace in change 
and progress is set by the consuming public and not by 
jobbers and retailers. 

To be constructive, the hardware jobber will bring him- 
self around to think and act in terms of consumer service; 
for the consumer is not only the dictator of demand, but 
also the arbiter of trade practices and distributive systems. 

To be constructive, the hardware retailer will study to 
serve the public in the way that the public wants to be 
served—Such study exactly as does not appear, at present, 
greatly to interest some hardware retailers. A survey of 
more than 2000 dealers, reported in HARDWARE AGE, shows 
that only 558 had visited chain stores, mail order retail 
outlets, department and other stores . . only 380 had 
studied mail order house catalogs. . 


Inherited Riches 


Hardware is rich in inheritances. Proud of its history 
. enamored of precedent, like a county-seat Blackstone. 
An intimate of Napoleon protested, “Sire, you are mak- 
ing Marshals of France of men without ancestry.” 
“Ah!” the Emperor exclaimed, “I am creating ancestors!” 
There is satisfaction—and justly so, in contemplating 
hardware’s glorious past and “the wealth of hardware’s 
heritage. 
But—Hardware did not inherit the consumer of Cen- 
tennial Year; nor the consumer of Spanish-American War 
days; nor, as time flies, even the consumer of yesterday! 


This New Consumer 


Sometimes I have a chance to chat with a beauty parlor 
operative; and I enjoy it. (If you must know, I have four 
daughters: a beauty specialist is essential in our domestic 
arrangements). I enjoy talking with that young woman 
because of the cool, unassuming perfection with which she 
typifies the things of today. 

To my own generation this new beauty industry, like 
its contemporary, the airplane industry, is strange and 
interesting in its psychology. With the new generation, 
the neighborhood beauty parlor is accepted equally with 
the neighborhood hardware store. 

Today, a clean shave and a fresh collar are more to be 
desired at the hardware counter than great technical knowl- 
edge. Today the buying public prefers to see what it wants, 
rather than to hear overly much about it. 
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Today the consumer is looking for service that is expert 
in saving his time and patience and getting him on his 
way, rather than service that is expert in giving advice. 
Today we expect courtesy rather than condescension. To 
remind us that we are Poor Simps is no part of today’s 
job of the man behind the counter. 

Today we have money in our clothes. We buy what 
we want. In buying it we are influenced by many things 
besides price. And—we are not going into anybody’s store 
to be patronized and bossed around. 

A merchant asked, “What can I do to improve my busi- 
ness?” I happened to know the store and its methods. 
“Two things,” I replied: “Improve your advertising; and 
stop high-hatting your customers, stop ‘brother-ing’ them, 
stop ‘accommodating’ them—and serve them. And,” I 
added, “you can well start the reformation with yourself!” 
He colored, conceding, “I believe you are right.” 

The buying public is a different animal: high-strung 
and touchy. And not to be broken and ridden in the ways 
of the fathers. 

I think of another store—with good reason! A “model” 
hardware store. New in floor plan, new fixtures, new 
displays. Everything changed; modernized . . except 
clerks. Yes; still “clerks”! They are young, yet old. They 
have eyes, yet are blind. They have ears, yet are dumb. 
They have brains, but are numb. They are rich in boasted 
“technical” knowledge, but impoverished in knowledge of 
the times in which they live. 

The head teller of the local bank, stopping me on the 
street, protested that store. Naturally he had gone to that 
fine store for hardware: “I came away disgusted with the 
treatment I received,’ he explained, “and I went to the 
‘five-and-ten’ for what I wanted.” 

Can the independent hardware merchant ask for more 
from chain store competition than first chance at the cus- 
tomer? 

In the advertising organization of which I am a member 
we sit down every so often and try to think out what the 
advertising of the future is going to be and, therefore, 
what the advertising agency will do. 

The time is here for hardware to bury the past and to 
think in terms of the future; for the industry to study 
these new consumers all around us; for manufacturers, 
jobbers and retailers to take up with modern ideas and the 
service of today’s public in the way that this new public 
wants to be served. 

This article is in response to an editorial suggestion that 
I write upon “The Testing Time of Our Distribution Sys- 
tem.” Doubtless the editor looked for a contribution deal- 
ing with Chain Stores vs. Independent Merchants. 

The chain store is an incidental thing. The question is 
one of consumer service. 

Now, indeed, is the testing time of jobber and dealer 
distribution. But the test is whether the legitimate sys- 
tem is able to serve the great buying public as it wants to 
be served today! 

Legitimate hardware distribution is dealing today with 
public opinion, as never before in hardware’s history. The 
“legitimate” system failed, with my banker friend. He 
spread the news—not so much because of dissatisfaction 
with the “legitimate” source of supply as because of his 
discovery of a more satisfactory source of supply. He 
spread the news; and therein you have a precise example 
of public opinion in the making. 
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DOOR SPRINGS 


The 
Reliance 





Type 270 


for 
Single Acting Doors 
hung with 
springless hinges 


The “Chicago” and 
“Reliance” Door 
Springs have all parts 
fastened together, so 
they are never mis- 
placed. They require 
no special tool to apply 
the tension. The Re- 
liance is exceptionally 
heavy and more power- 
ful than other types of 
greater length. 


Send for Catalogue H42 
Spring Hinges for every requirement 


Chicago Spring Hinge Company, 


CHICAGO 


U.S. A. 


The 
Chicago 





Type 280 


NEW YORK 
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SALESMEN WANTED 


ROPE 


IN ALL TERRITORIES 








100% PURE MANILA LONG FIBRE 


17c. lb. Basis 


5% Commission 


Hardware Stores know the trade mark, repeatedly 
receive samples and are mailed monthly quotation 


UNITED FIBRE CO. 
82 South Street, New York 


folders. 
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DIAMOND “E” 


All-Metal Fly Screens 


When you hear any customer complaining about broken 
rest and sleep, remind him or her about the absolutely 
fly and mosquito proof construction of DIAMOND “E” 
Adjustable All-Metal Fly Screens. 
All sizes, RETAIL AT: 
Galvanized Wire, 90c to 
$1.55; Bronze, $1.35 to $2.10. 















BUY FROM 
YOUR JOBBER 








A merchant’s life 
is just one salesman after another. 


That’s one reason why products like 3-in-One 
(bought through your jobber or wholesaler) are 
so enormously popular. Our company employs 
no high pressure salesmen to dog you — instead we 
employ national advertising in 38 publications to 
bring business to you—and with it, real “‘three-in- 
one” profits — (1) big mark-up. (2) quick turnover. 
(3) sure repeats. 


* 
| 3-1n- ne 
Made Since 1894 
THREE-IN-ONE OIL CO., 130 William Street, New York, N.Y. 


NR213 








Robertson “Horseshoe Magnet” Hammer 
= ME OLDS 


THE TACK 




















The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Off. 
ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 


BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 
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OLDERING past! 


Se Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 
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Lockwood & Palmer Remodel 


to Meet Modern Requirements 


(Continucd from fave 433 


upper floors, there has always been a good assortment 
of housewares, china, glass, cooking utensils and other 
kindred merchandise. Now there is also a large, attrac- 
tive display of fancy glassware, gifts, novelties and 
high-grade lines of china. These lines are sold under 
the supervision of a woman, with several girls assisting. 
This giftwares section was organized several months 
ago after a visit to many New York City department 
stores and exclusive gift and novelty establishments. It 


| has been modeled after the departments seen in New 


York. 

A small part of the second floor is given over to “The 
Corner Shop of Values.” Here, behind a white lattice 
fence are displayed on a table and shelves china and glass- 
ware that is not perfect, cannot be reordered or does not 
have a ready sale. The items are reduced in price when 
placed in this shop. Real values are offered customers 
who have been quick to take advantage of the situation, 
visiting this corner of the floor before leaving the 
building. 

The third floor is now a selling floor. Before the re- 
cent Christmas season about 2500 square feet were 
devoted to toys, the remainder to furniture. Lockwood 
& Palmer have stocked kitchen furniture and unpainted 
pieces for many years. Recently they added various 
furniture sets, smoking stands, footstools and occa- 
sional pieces. This is an active department, despite the 
various furniture and department stores in the neigh- 
borhood, who provide competition. 

Toys were sold in the Lockwood & Palmer store for 
the first time in the pre-Christmas season of 1928. A 
stock of about $8,000 was put in and on Dec. 10 more 
than $200 worth of toys were being moved from the 
shelves every day. Santa Claus was on a platform in 
the front of the department. His arrival at the store by 
airplane was a splendid aid to publicity for the com- 
pany. Children were excused from school to visit Santa 
and were presented with a whistle and lollypop, after they 
had dropped their names into a box. These names form 
a mailing list for the company, who writes the parents, 
urging them to come to the store. Seven girls are em- 
ployed in this department during the Christmas season. 

Heavy hardware, bulky items and merchandise that 
does not lend itself to display is found on the fourth 
floor. All stock is neatly arranged, kept clean and is 
easily accessible. The top floor is used for surplus stock. 

More and more women are visiting this remodeled 
and reorganized store. The number of sales to women 
customers in the last six months has increased to a 
noticeable extent, when compared to the same period 
last year. On a Saturday prior to Christmas, 1928, 
more than 1800 people came to this store, creating a new 
figure for daily attendance. The Lockwood & Palmer 
Co. was organized about 48 years ago by Henry Lock- 
wood and Frank Palmer. Their store was located 
across the street from the present building, which was 
erected several years later. When first constructed, it 
had only three stories, but the growth of business neces- 
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sitated the adding of two more floors in 1911. Mr. 
Palmer died in 1924 and Mr. Lockwood in 1925. The 
business is now being conducted by C. D. Lockwood, 
president; B. W. Lee, vice-president and general .man- 
ager; C. D. Lee, Jr., treasurer, and J. C. Robinson as- 
sistant treasurer. 

Due to greatly increased sales all thought of moving 
to a less expensive location has been abandoned. The 
new business has made it possible for the company to 
meet the rising overhead and the contintied success of 
the store seems assured for many years to come. 


“CHIT—CHAT” 


(Continued from page 45) 





turned into a restaurant. It was not only a restaurant 
but it was also an antique shop. We decided to stop and 
have luncheon in this out-of-the-way place. 

We sat at a table near one of the windows of the old 
mill. The water was running over the dam just facing 
us. Over our heads were the great oak beams of the 
old mill. These beams had been colored gray with the 
lapse of time. Around the room were all sorts of cu- 
riosities—old bottles, old cups, old pieces of cutlery. It 
was a regular old curiosity shop. Hanging from the 
ceiling was a cartwheel, and around this cartwheel there 
were candles. I never before knew that a cartwheel 
could make such an attractive chandelier. 

But the point of the story is that, as I sat at the table, 
I reached over to the wall, where there was a collection 
of old brass-studded leather goods. Among these cast- 
away items was a very large dog collar with a brass 
plate. Seeing some engraving on the plate I rubbed the 
dirt and dust away, and imagine my surprise when I 
found on this collar the name of one of my most inti- 
mate friends and his address in New York. I wondered 
if he had ever spent any time in this part of the State. 

I purchased this dog collar, brought it home and gave 
it to my friend. He had never been anywhere near this 
old mill, nor had he been in that part of the country. So 
far as he knew, he had never had a dog that had ever 
been in that section. He is a lover of dogs and he re- 
membered that this dog collar had been worn by one of 
his dogs. The dog had disappeared. It was supposed to 
have been stolen. He thought it very strange that in this 
casual manner I happened to find and return his dog 
collar. 

Of course, no one will ever know how this dog collar 
traveled from the vicinity of New York city up into the 
Adirondack Mountains... 


Drama in Field and Forest 


When the spider invited the unsuspecting fly into her 
parlor, she merely was proving what scientists have been 
maintaining right along; that many of the emotions of 
animals and insects closely correspond to those of Man. 

Monkeys, for instance, are afflicted with the same 
desire to appropriate what doesn’t belong to them as are 
the gentlemen who pick pockets and rob the grocer’s 
till, Baboons organize robber bands to plunder orchards 
and plantations. The chief of the band sees to it that 
plenty of sentinels are scattered along the way for 
warning and protection. 
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Oils and Greases of Quality 
In Bigger Demand Than Ever — 


More than -10,000 hardware dealers are 
selling millions of pounds of Albany Grease 
annually ... and at a substantial: profit. 
Backed by intensive national advertising, 
the demand is increasing daily. 


Engineers and mechanics expect more from 
Albany Grease and they get it. It’s a tal- 
low compound with a low melting point. 


The complete line can be 
stocked on a small investment. 


Your jobber can supply you. If not, write us. 


ADAM COOK’S SONS, Inc. 
MANUFACTURERS OF QUALITY LUBRICANTS 
Linden, New Jersey 
Export Department, 6 Varick St., New York 














Free With a Small Order 


PUMP s ALL 
ANY . METAL 





Over 300,000 PLEWS 
Force-Feed Oilers in Use 


With your order for our Standard Assortment of 
one 14-pint, six 34-pint, four l-pint and two 1- 
quart sizes (all quick sellers), we’ll send this 
Counter Display free. You retail these oilers for 
$21.00. Dealer’s discount 33144%.  F.O.B. 
Minneapolis or Philadelphia. 


Send for Circulars. Jobber Inquiries Invited. 


PLEWS OILER CO., MINNEAPOLIS, MINN. 


EASTERN OFFICE { 2401 CHESTNUT STREET 
and WAREHOUSE PHILADELPHIA, PA. 
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| B lanned storage 
saves time and MONEY 





CONOMICAL, efficient and con- 

venient storage of raw materials, 
finished product or records is not 
something that just happens. 


Those progressive business houses 
that have solved their storage prob- 
lems have done so by careful plan- 
ning, with the aid of experienced men. 


General Fireproofing maintains a 
department that will gladly consult 
with you, and advise how you, too, 
can save time, space and money 
by using GF Allsteel Shelving. This 
modern storage equipment is easy to 
install, quickly altered, adaptable, 
fire-resisting, costs no more than wood, 
and lasts a lifetime. 


There is no obligation—consult 
our engineering department freely. 


THE GENERAL FIREPROOFING Co. 
Youngstown, Ohio + Canadian Plant, Toronto 


BRANCHES AND DEALERS 
IN ALL PRINCIPAL CITIES 


The GF Allsteel Line: Filing Cabinets - Shelving - Sec- 
tional Files - Transfer Cases - Storage Cabinets - Sefes 
Document Files - Desks + Tables « Supplies 





Serves and Survives” 


f@oeecoesve Attach this coupon to your firm letterhead me Ya 


pas 
THE GENERAL FIREPROOFING COMPANY 
Youngstown, Ohio 
Please send me a copy of the GF Allsteel Shelving Catalog. 





Name 
Firm 
Address 
City 
State 























THE COMPLETE LINE OF OFFICE EQUIPMENT 








You’re Not in the Army Now! 


You remember the old “buck private” days? 


The days when you wore just what was issued to you, 
whether it came within a mile of fitting you or not? 


But those days are gone—forever we hope. 


You, and your customers, can be as particular as you 
shoose about what you buy and use. 


Fall In= 


with the dealers who are making handsome profits on 


UNION 


FARM AND GARDEN IMPLEMENTS 


Your trade will like them,—they’ll come back for more. 


And Here’s an Extra Profit 


It is no longer necessary to furnish your customers 
with misfit handles to repair Union Quality Farm and 
Garden Tools. 

In case of breakage of the handle of any Union Tool 
through use or accident, a Union Right Repair Handle 
is guaranteed to be an exdct duplicate of the handle 
used in the original tool in shape, bend and bore, and 
is equipped with a ferrule and cap (if a ferrule and cap 
were used originally). 


The catalog number of the complete tool and name of 
the factory which made it is burned in the handle of 
Union Quality Tools. Reference to your catalog will 
— you to quickly select the proper Right Repair 
Handle. 


You get not only the initial Profit,—but the 
repeat business of satisfied customers. 


Made only by 


THE UNION FORK & HOE CO. 
Columbus, Ohio 
Manufacturers of a Complete Line of 
Forks, Rakes, Hoes & Special Purpose Tools 
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{LENOX} 


Your trade U Knows 
the howl of the 
Wolves of Lenox! 


—a familiar sound in the shops through- 
out your territory—the howl of the 
Wolves of Lenox. Down thru gray iron, 
aluminum, steel or fibre with that high 
singing cut of the quality tool. 

A hack saw line that’s priced for dealer 
profits—quick sales—and hacked by a 
sales plan that assures immediate busi- 
ness. 

Have you read “The Story of the Wolves 
of Lenox”? Your free copy is waiting 
to be mailed. 


“The Tools in the Plaid Box” 


AMERICAN Saw & Mrc. Company 
Springfield, Mass. 
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INCREASED SALES 
BETTER PROFITS 


RESULT FROM DISPLAY OF 
Mm Xels) BLUE BIRD PRODUCTS 


Reg. U. 8. Pat. Of. 








Highest quality—Popular prices—Beautifully fin- 
ished—Attractively packed. They meet the de- 
mand of the most careful, discriminating buyers. 








Combination Pattern Tinners’ Snips 


Ask your jobber or write direct. 


BERGMAN TOOL MBG. CO. 


1573-75 Niagara St. Buffalo, N. Y., U. S. A. 




















3 for 10c. 4 Seon 10c. 6 for 10c. 
Decorative 


Moore Push-Pins 


To Fasten Up Things 


Supply the Demand 
For Color in the Home 


Six Colors—Rose, Amber, Blue, Green, 
Crystal and Black, with Gilt Decorations. 
3 sizes. 


Style “W” Counter Display contains 
48 Blocks. Your Jobber can supply you. 


Attractive Discounts 
Moore Push-Pin Co. 


Wayne Junction, 
PHILADELPHIA 



















































































V-W VENTILATORS 


—are improved ventilators with the 
patented “R”-shaped louvers, an ex- 
clusive V-W feature that stops rain, 
dirt, snow and drafts. 


The public is sold on fresh air today 
as never before. A stock of our 
nationally advertised ventilators 
will lead the way to bigger profits. 


Investigate this money-maker now! 


Write for complete details! 


THE VENTILATOR CO. 
& 2892 A. I. U. Building 
Columbus, Ohio 


























HARDWARE AGE for AUGUST I, 1929 

















Extrupep Mert PADLOCKS 


Maximum Security— 
Strength—Durability 


KF OR years, COR- 

BIN has__ been 
making Pin Tumbler 
Extruded Metal 





Padlocks. The 
thought and - skill 
their craftsmen have 
i used has_ resulted 
in something better 
No. 2881 than just a “Pad- 
Size 14%xl% < 
inches lock. 


In the CORBIN Extruded Metal Padlock, one 
finds all the qualifications for service anywhere and 
under all conditions. Ten different sizes of locks 
with brass or casehardened steel shackles in varying 
heights, these padlocks can be made with key changes 
Alike, All Different, Master-Keyed and Grand 
Master-Keyed, to suit any requirements. 


Truly a Lock of “Unusual Merit” 


A NEW MAIL RECEIVER IN 
ART BRONZE 


In its. design, a pleasing 
touch of the Colonial to lend 
charm and grace. In ma- 
terial and workmanship, an 
obvious quality and fineness. 
Truly, an accessory of use- 
fulness and beauty for the 
more distinctive home. Con- 
structed throughout of 
heavy guage sheet bronze 
sharply embossed, with glass 
window. Size: 3. inches 
deep, 8 inches wide and 12 
inches high. Regularly fur- 
nished in Statuary Medium 
or Natural Finish. Made 
in any standard finish on 
special order. 





No. 2440 


Send for descriptive folder 


Write today for circulars describing our line of Pad- 
locks, Automobile. Locks, Cabinet Locks, Trunks, 
Suitcase Locks and Trimmings, Miscellaneous Hard- 
ware, Keys and Key Blanks, Apartment House Letter 
Boxes and Home Saving Banks. 


CORBIN CABINET LOCK CO. 


THE AMERICAN HARDWARE CORPORATION Successor 


NEW BRITAIN, CONN., U. S. A. 
PHILADELPHIA 


NEW YORK CHICAGO 











| 





WATERBURY 
PEERLESS BRAND 


Made in the following Grades: 


WHITE LABEL, BLUE LABEL, 
RED LABEL, BROWN LABEL, 
GREEN LABEL 


Explanation of Grades 


WHITE LABEL for Springs. 
BLUE LABEL for Musical Instruments will 


swage and loop; this wire has a very high 
breaking strain. 


RED LABEL for cutting wires, mild in 
temper, will swage and loop. Is used prin- 
cipally for soap, dough, butter and brick 
cutting. ' 

BROWN LABEL for treble strings on 


pianos; spinning wire and short bend springs. 


GREEN LABEL mild tempered for dental 


and surgical instruments. 


Put up in 4, 14, 1, 5 pound and catch weight 


coils or 1, 5 and 25 pound spools. 


Write Dept. M for descriptive matter. 
Manufactured by 


Washburn Wire Company, Inc. 
550 East 118th St., New York, N. Y. 
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Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 


There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for ‘details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 








A little giant - safe, 
efficient aud fool- 


in easy to install 


HAND POWER 
ELEVATORS 


These smooth running 
Kimball machines of 
which there are thou- 
sands in successful op- 
eration come sawed, 
drilled and equipped 
with all fittings ready 
for instant installation 
by anyone handy with 
saw and hammer. 

Roller bearings and 
high leverage ratio 
make this one of the 
smoothest, fastest hand 
power machines on the 
ee ee 
Write for Hand Power 

Elevator Folder. 


Kimball Bros.Co. 

Builders of Elevators for 46 Years 

1117-41 South Ninth St. 
Council Bluffs, Iowa 


2-29 





























HOUZEX PUSH PINS 


Beautiful Glass Heads 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 
tive colors, La _ Rink, 
Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 


- 


4.3. Houze Convex Giass Co 


orcviees Waster, Oa mye 








Large—3 to Card 


Heads are %4 inch across top. 
Pin—overall—*%4 inches long. 


Counter Display 


Assortment A—48 10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12'"x814'"x134"', 
Retail value $4.80; Price 
to you $3.00. 





Medium—4 to Card 


Heads are 5< inch across top. 
Pins—overall— *4 inches long. 


Write for samples. 


L. J. Houze 


Convex Glass Co. 
POINT MARION, PA. 





Small—6 to Card Glass Specialties of Merit 
Heads are % inch across top. New York: 110 W. 40th St. 
Pins—overall— % inches long. Chicago: 536 S. Clark St. 








Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
number 14 which hardware wholesalers handle cutlery. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2; or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 
It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
- 239 W. 39th St. 


New York, N. Y. 
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The box that 
holds trade be- 
cause of Honest 
Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 








You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight and 
honest quality but because at no time will 
any single Atlas tack give him cause for 
unfavorable comment or reflection. 


When customers buy Atlas tacks they 
remember where they got them. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 








“Yes, Sir’—and Why! 


You get what you pay for—generally. But 
it takes only a few more cents to produce 
infinitely better quality. That’s why this 
adze is better. Its quality is far greater in 
comparison than its price. 


The L. & I. J. White Co. Div. 
Buffalo, N. Y. 


Simonds Worden White Co. 
Main Office: Dayton, Ohio 








Tool steel edge 
and head, soft 
steel eye that will 
not crack or break. 
That’s the main 
talking point be- 
hindthisadze. The 
man that buys 
these tools appre- 
ciates quality — 
give it to him and 
make him a repeat 
customer. He’11 
come back after 
other purchases 
when he sees this 
quality. Get our 
latest catalog and 
discount sheet. 


WHITE TOOLS 








Newark, N. J. 








STAR HEEL PLATES 
“PIONEER BRAND” 


They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


No. 6 

‘ No. 5 

" , No. 4 
2S lAR. 

sy ANI t No. 3 
a8 STA R 4 

PLD No. 2 

“STAB 
SRY No. 1 
No. 0 





These illustrations are % sise. 


STAR HEEL PLATE CO. 


LOUIS SACKS, Ine. 
U. S. A. 








SINRAM & WEND_ - 














The 
Acknowledged 
best and most 

practical 


Traveling-Hanger 


for Women 
and Men 


The extra-special 25 Cent Article with a large 


profit. 


1 Carton containing one dozen (5x10x2 inches) 


$1. 


Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 


Measurements of Hanger: Open 16.5 inches, 


Closed 9 inches. 


Founded 1899 


Hameln, Germany 
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Send for Catalog of 


TAPES-RULES 





CHM “RED END” RULES 


YOU CAN’T BUY A BETTER FOLDING WOOD RULE 


Hard Enamel Finish, Brass Strike Plates, and Rust- 
Proof Spring Joints make these rules most serviceable. 
Bright Red Ends give them a very smart appearance. 


Windsor, Ont. 













THE [UFHIN foULE C0. 


SAGINAW, MICHIGAN 


New York 









MASTER PLIERS 
Unbreakable—Guaranteed 


TE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities 
— Pliers. Order from your 
er. 






MASTER | 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 








Genuine 
Oswego 
Stillson 
Wrenches 


HESE wrenches are 
of extra strong con- 
struction particularly at the 
bearing points between frame 
and jaws. Deep milled jaws give strong 
grip. Guaranty Tag attached to each 
wrench. 


The OSWEGO TOOL COMPANY, Oswego,N.Y. 







































ERSa CUSHION TIRE 



























































=< Insure perfect shelf service for any 

— line of merchandise. Deep tread steps, h 
== — prapesty spaced, with convenient full 
=) Say length handholds on both s' of ff 
"= ladder permit mounting.or descending Y| 
with ease. Both hands freetoremove /#/ 


or replace stock without danger of fall- 
Ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and ee vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for «stock one poses. One style— 
neat of design—nicely finished-—any height ceil- 
ing. Thousands in use. Circular on request. 


mEFEMYVYERS & BRO.CO. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY FOOLS - DOOR HANGERS 





Red Devil means Glass Insurance 


LANDON FP SMITH, INC. 
1165 SPRINGFIELD AVENUE, IRVINGTON, N. 3 














Paint, 

Like 
Advertising, 
Works 
Wonders 


medium. 


ware Age. 





MILLION dollars a letter is the value placed on a slogan 
used to advertise Paint and Varnish. 


What made the “Save the Surface” slogan so popular— 
good advertising and the thought it contained: To save 
property as well as improve its appearance. 

Now Paint, like advertising, can be made to work wonders. 

But don’t expect dealers to spread your paint story and 


consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 


That medium is the “Monthly Paint Section” of Hard- 
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Look Ahead 
to the 
Winter Business 





=a 
No. 79 Quart 
No. 80 Pint 

Gasoline—Kerosene 

Covered by patents. 





ER 
The big months for torch sales are on their way—are 
you getting ready for them? 


The unlimited demand for torches in the coming winter 
months must be supplied and you should stock up with 
the famous “Always Reliable” brand to insure satis- 
faction and repeat orders. 


Remember that ‘Always Reliable” is a brand that has 
given maximum service to users for over fifty years. 
This year the latest patented improvements have given 
“Always Reliable” a greater sales appeal than ever be- 
fore. Order now for immediate or future delivery. 


Order through your jobber or mail order to us with 
your jobber’s name. 





OTTO BERNZ CO., INC. 


Newark on New Jersey 
STOCKS IN 
Newark, N. J. San Francisco, Calif. New York City 














ee 





The Wright 
Rooster Trade 
Mark stands for 
the highest 
standard in 
poultry netting 
—Superior 


Brand. 


The Netting with 
the Rooster Label. 





G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 




















re) eee fe eee 
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Millions 
and Millions 


of Peeple are Pushing 


Them 


whenever they open a door 
Fellow the line ef least resistance 


Use Bommer Always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 








PLYMOUTH 


PRODUCTS 
for the Shoe Repairer 


The complete and old reliable line that has 
served the trade for years. 


LASTS AND STANDS 
COMBINATION LASTS 
RIVETING MACHINES 


LAP LASTS—REPAIR JACKS—NAIL 
CUPS—FOOT RESTS—HEEL STIFFEN- 
ERS—HEEL PLATES 


HIO” Shoe Lasts, shown at right, are 

absolutely guaranteed against breakage. 
Lock bearing, strong and 
rigid. Latest shapes for 
both men and women’s 
shoes. Extra heel piece in- 
cluded for all sizes of heels. 
Stands finished in Red 
Enamel and Gold — Lasts 
finished in Black Enamel. 
They sell on sight. Write 
for prices. 


The Fate-Root-Heath Co. 
901 Riggs St. 


PLYMOUTH, OHIO 
N. Y. Sg ge ny W. B’way 
. Winner, Mgr. 





Hinges 
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THE VOLLRATH 
COLOR ENSEMBLE PLAN 


is the newest and biggest idea 
in selling enameled ware 


Wherever displayed, the new Vollrath Color Ensembles 
are breaking enameled ware sales records. Big profits 
are waiting for the dealer who makes the first display 
of this already popular new ware in your territory. 
Write for details and price list now. THE VOLLRATH 
COMPANY Established 1874, Sheboygan, Wisconsin. 


} 
| 
| 





Motor Car 
Dusters 


_ Skunkhair 
Gum handle 








WILLY EISENMENGER 
Ludwigsburg (Germany) 











Seymour Sin 


BULL RINGS 
BULL SNAPS 
CATTLE LEADERS, 
ETC. 
Sf mala 


Highest grade. 


Let us send you more infor- 
mation and our attractive 
prices. 





Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
113 Chambers St., New York! 


Sales Representatives: John H. Graham & Co., 








Osborne High Grade Punches 


Arch Punches 
Revolving Punches 


Belt Punches 
Spring Punches 


varied and attractive line for the Hardware Trade. Also: 


A 
—- Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 

The above tools — please your customers, as well as our 
famous Round and al Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest qullty ¢ of materials. 

We stand back of every tool we make. Try us. 


Write + EA 


Cc. 8S. OSBORNE & CO. 


EW x ee 
WSTABLISHOD 1526 








|e elele loins 


- Paint - Varnish - Lacquer - Brushes 




















STRATTON?! 


GOOD 
wooD 
HANDLES 


Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 


For Small! Tools, 
Utensils, Electri- 
cal Goods, Etc. 
, Bnameling, both 
baked, and air 
dried. 








MODERNIZE! 


Make your store pay undreamed of profits as 
did Prince of Bloomington, Indiana, who says, 
“Our sales have been so far beyond our expecta- 
tions that we give the store layout and fixtures 
full credit.’’ Let us show you how. No obliga- 
tion. Clip this ad to your letterhead and mail 
TODAY, or ask for Catalog 73-A. 


ae ~. 
“SP ig 


WC. HELLE RCO. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St. - 500 
















ANCHOR BRAND 


CHISELS: 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
A A .A 
Spensered by 

JOHANESON, WALES 

& SPARRE, INC. 




































make an instant hit with the man who wants a 
good, dependable gun at a moderate price. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


CHICAGO SAN FRANCISCO 
108 W. Lake St. 717 Market St. 


NEW YORK 
151 Chambers St. 





Simplex 
NCAA LG 


Sell on Sight/ 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal . 


im plex Lever Jacks, 
Pipe Pushers 
and Trench Braces 
have been famous 
for Years 


Templeton, Kenly & Co. 


EST.189 


Chicago, Ill.,U.S.A. 





| 
} 


sil 





oe SOLDERING 
and 
TINNING FLUX 
Rubyfiuid is rapidly replacing acids, zinc chloride, 


salammoniac and other harmful mixtures used as a 
flux. 


Rubyfluid will NOT rust, damage or tarnish either 
the metal or the coating. No poisonous fumes. A 
— repeat seller. It fluxes perfectly and saves 
solder. 


Send for Free Sample and Trade-prices. 


For ALL RUBY CHEMICAL CO. 
METALS 68 McDowell St., Columbus, Ohio 








“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 

Write for prices 


AMERICAN HANDLE COMPANY 











isplay the Chene 
e INAILER ‘s 


Every man who sees this wonderful nail-holding hammer 
wants one. Every Cheney Curved Claw Hammer of 16 oz. 
and up is a NAILER carrying the nail-holder at no extra 
cost. The Cheney NAILER is offered to the hardware 


trade exclusively. Your Jobber can supply you. 

















te 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SJate) = a OO). 0) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS:* COTTON TWINES 


Send for catalogue, samples and selling information 











Jonesboro, Arkansas 
CLOTH 
AND WIRE 


1. IRE PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
erience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
lete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 








66 | eA 97 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 
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Classified Opportunities 














Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 














Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
9g 
Opportunity Exchange Section : tte oe eed yd 50% off rates quoted 
hit hapa iat . Address your advertisements and replies to 
Set Solid, Minimum of 5 lines... .$3.00 Bastware ASe Chnmshet, Op - 
Each additional line............ -60 : ° nial unities, yes ’ 

O08 Gesteie. Uiehauen af 6 Hon. .- 600 Discounts for Classified Advertising York City 
Each additional line............ 80 4 insertions, 10% oe} 8 insertions, 15% Harpwarm Ace is published each Thursday. 
Average 10 words to a line Forms close Nine Days previous to date of 

Allow One Line for Keyed Address Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should sot 
be addressed to box numbers. 




















BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





FOR SALE—Hardware, paint and housefurnishing store at Beach resort 
in New York City. Best business location, new Heller fixtures, clean stock. 
Long lease, reasonable rent. Must be seen to be appreciated. Address 
Box I-456, care of HArpwarE AGE, New York City. 


FOR SALE—Retail hardware store. Clean well assorted stock. Inven- 
tory about $4,500. Located in the best City of North Carolina’s Pied- 
mont section with a population of 30,000. Address Box I-455, care of 
Harpware AcE, New Vork City. 








WANT TO BUY retail hardware store located in or near New York 
State, town of about 1,000 population, stock to inventory not over $6,000.00. 
Address Box I-459, care of HarpwareE AGE, New York City. 


HELP WANTED 


WANTED—High Class Sales Executive, to take full charge of sales 
for an entirely new and much needed line of electric driven machines. 
Must have the ability to handle a million dollars worth of business in a 
ear, and must be able to finance the sales. The profits are large. Address 
ox 613, Greenfield, Mass. 











, CATALOGUE COMPILER—Large eastern jobbing concern wants serv- 

ices permanently of catalogue compiler embracing hardware, electrical goods, 

toys, sporting goods, etc. Write fully stating salary expected, experience, 

—" details. Address Box I-451, care of Harpware AGE, New York 
ity. 





WANTED-—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition, GRAND RAPIDS WIRE PRODUCTS CO., corner First 
and Front, Grand Rapids, Mich. 


POSITIONS WANTED 











as 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WHEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








& 


THOROUGHLY EXPERIENCED BUILDERS’ HARDWARE 
SALESMAN. Six years in Metropolitan New York territory, with fol- 
lowing among architects, builders and contractors, desires connection with 
reputable New York manufacturer. Salary and commission. Highest 
references. Address Box I-452, care HArpware AGE, New York City. 











SALESMAN WITH SUCCESSFUL RECORD in hardware, metals 
and allied lines, acquainted with trade, wants territory Chicago and vici- 
nity, representing factory, references. Address Box 7336-A, HARDWARE 
Acez, 1507 Otis Building, Chicago, Illinois. 





AN EXPERIENCED Builders Hardware salesman desires a position; 
references readily furnished, address Box 1-434, care of Harpware AGE, 
New York City. 


SITUATION WANTED by thoroughly Competent Plumbing and Heat- 
ing Man, with good knowledge of retail hardware. 10 years traveling ex- 
perience. Wishes to locate with Hardware firm operating shop where hard 
work, and results, will insure a future. Best reference. Address Box I-445, 
care of HarpwArE AGE, New York City. 





SALES ACCOUNTS WANTED 


HARDWARE MAN—thoroughly experienced in builders’ hardware, call- 
ing on builders’, architects and owners, doing contract jobs from plans and 
specifications, and having up-to-date office and showroom located in Hudson 
County, would like to represent reputable builders’ hardware manufacturer 
who is interested in contract orders. Address Box I-454, care of Harp- 
warE AGE, New York City. 








DO YOU WANT BRANCH DISTRIBUTION, or representation in 
New York State, central or western parts? Party with 15 years’ experi- 
ence, at present active as an executive in Retail Corporation, is obliged to 
effect a change which necessitates some duties on the outside. Must be 
high grade line. Address Box 1-461, care of HarpwarE AcE, New York 

ity. 





SALESMAN SIX YEARS’ EXPERIENCE IN BUILDERS’ HARD- 
WARE Metropolitan New York territory desires to represent reputable 
manufacturer of builders hardware, specialties, etc., in New York. Per- 
sonal acquaintance with leading jobbers and dealers. References. Address 
Box I-453, care of HARDWARE AGE, New York City. 





EXPERIENCED SALESMAN covering Eastern Pennsylvania, Mary- 
land, Delaware desires line of locks, tools or builders hardware that can 
be sold the hardware and lumber yard trade. Commission basis. Can get 
good volume of business on right line. Address Box I-460, care of Harp- 
warE AGE, New York City. 





EASTERN MANUFACTURERS DESIRING FIRST CLASS represen- 
tation on the Pacific Coast covering California, Oregon, Washington and 
Utah to the jobbing hardware, , and drug trade please communicate 
a FRED P WINCHESTER, Sharon Building, San Francisco, Cali- 
ornia. 





WANTED—TO REPRESENT Hardware Specialties, Tools, Gun Goods, 
Cutlery or Enameled Ware Factory in —— Speaking countries. 18 
years’ experience. Highest references. S. D. Lucas, care of Abbott C. C. 
Co., 143rd and Wales Avenue, New York City. 





SALESMAN WANTS LINES OR ARTICLES to sell on commission. 
Well-known to the trade in Washington and Baltimore. Address Box 1-458, 
care of Harpware Ace, New York City. 





SALES REPRESENTATIVES WANTED 








SALESMAN COVERING Illinois, Indiana, Wisconsin, Iowa, Nebraska 
and Minnesota or part, to sell locks, keys, hardware specialties, etc., to 
jobbers and dealers on commission basis. State age, experience, lines now 
carried, territory and trade called upon, how often covered, and if car is 
used. Address Box I-457, care of HArpware AGE, New York City. 





AMAZING SCREW-HOLDING SCREW DRIVER! Factories, garages, 
workers buy on sight! Profit 75c each. Exclusive territory. Free trial 
offer. Jiffy 1187, Winthrop Building, Boston. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
aand tools and hardware ialties. Advise territory covered and houses 
-epresented. Address Box H-638, care of Harpware Acs. New York City 





WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
age Salesmen. Write stating sensory are and experience. Address 


‘ox 1-415, care of Hardware Age, N. 





















HARDWARE AGE for AUGUST I, 1929 105 





Classified Opportunities 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 














Large New York City concern manufacturing 
one of the best household essential specialties 
retailing at $1.00, nationally advertised. 
Bought in large quantities by hardware trade, 
housefurnishing and furniture stores. Corre- 
spondence with distributors and sales agents 
solicited. Exclusive territory allotted. 


Address Box 1-463, care of Hardware Age, New York. 











= 





DISTRIBUTORS WANTED | 


SALESMEN—SIDE LINE MEN WANTED for non- competitive line of 
scatter size Axminster rugs. This is a live line of low-priced Axminsters 
that can be sold from quality sample and color plates to Department, 
Furniture, Floor Covering, Hardware, Housefurnishing, and General 
Stores. Give references, lines carried, and territory covered in .applying. 


Greenwich Carpet Co., Inc., 7 West Burnside Avenue, New York City. 





MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns are all big users. State experience, 
lines handled, and territory. covered. We want none but those who can 
“make good.” For such our proposition is an excellent one. Address 
“S. H.,” care of Harpware Ace, New York City. 





MANUFACTURER OF DISTINCTIVE AND UNIQUE LINE OF 
BRONZE BUILDERS HARDWARE HAS AN OPPORTUNITY FOR A 
HIGH GRADE SALES REPRESENTATIVE OR MANUFACTURERS 
AGENT IN EACH STATE—LIBERAL COMMISSION BASIS. 
PLEASE REPLY IN DETAIL. ADDRESS BOX 1-462, CARE OF 
HARDWARE AGE, NEW YORK CITY 

















SALESMEN OR DISTRIBUTORS Agencies wanted by Manufac- 
turer. We are seeking preferably sales organizations who are equipped 
and capable of selling a complete line of Steel Kitchen Cabinets, Steel 

Office "Persbure. and Steel Shelving and Counters. These lines are sold 
direct to Contractors, Offices and Shops. Wide staple field. We are in a 
Position to offer an attractive arrangement to Sales Distributors. This 
advertisement should appeal to any wide awake dealer or jobber who 
wants to increase their sales and expand into a profitable line. Give com- 
plete details of yourself or organization and state territory. National Steel 
Furniture Co., Freeport, Illinois. 





EXPERIENCED BUILDERS’ HARDWARE SALESMEN to _repre- 
sent us in the States of Illinois, Indiana, Iowa, Kansas, Kentucky, Minne- 
sota, Missouri, Nebraska, North Dakota, South Dakota, Tennessee and 
West Virginia. Give complete information, stating age, experience and 
references. Chantrell Hardware & Tool Co., Reading, Pa. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St.. and East River). 


See our advertisement on Page 91. 











tunities. 











Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 


reckon that men know where to “go’”’ to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


‘‘Classified Opportunities Section”’ 
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“GREEN 


Line” [STRENGTH 
Box Hook For STRENGTH 


of Crucible 
Tool Steel “Green Line’ Box Hook 
strength is more than a 
match for any man. Let 
the most powerful freight 
handler tear into the heavi- 
est work with this hook—he 
can’t bend it or budge the 
handie. 

Hook is extra strong crucible 
tcol steel. Handle steel-anchor- 
ed to shank—see its husky steel 
core rod. Made to last a lifetime. 
“Green Line” Tools 
The best Drills, 
Punches, Box 
Hooks, Screw Driv- 
ers, Cold Chisels and 
many others. Write 
for Complete Cata- 

log. 


THE KILBORN & BISHOP CO, 


196 Chapel Street, New Haven, Conn. 


SUV UoUUUoUuLUuUusoessoeosososeeseeseceeeseesee tees od 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. S. Pat. Office 





Good — Made Salable 


First we made 
SLIPKNOT 
Friction Tape 
very adhesive by 
giving it just the 
right degree of 
stickiness. 


IDANOT 
RICTION 
APE 


We also made it 
so that it would 
withstand all 
weather con- 
ditions and not 
dry out. 


Then we put it up 

especially for the 

Hardware Trade in 

i; 2. -4-and: 3: oz. 

rolls in Orange 
and Blue packages. Attractive Counter Display Cartons 
for 1 oz. and 2 oz. rolls. 


SLIPKNOT is good tape made salable. 
SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 











DOMES of 
SILENCE 


, Oh REFILLS: 
Retail . D 19 Assort- 


at ment: Packed 
| ew oui Ys stoss sets: 
10c —_frowstawel] LS ea 
for and %". $9 
Set 
of 
4 


D-19 Assortment 


EASY TO SELL 


Domes of Silence are easy to sell when dis- 
played on your counter. Anyone can put 
them on furniture. They slide smoothly 
and silently, save floors and rugs, and give 
everlasting service. 


If your Jobber cannot supply you—write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 

















Sell Them 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the — set in his 
resolves itself to a question of selling him once 
out the value of the case, its use in keeping th the “pits in 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not 
~ ¢- to guide — T x f 

‘ d, knotty, 
cross 

leaving ® smooth hole aa clean, polished surface. — 

Let us send you estalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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Grooa ehain :. 
for good horses 


Is Stronger—Lasts Longer—Looks Better 


Manufacturers of 

Tie Out Chains 

Halter Chains 

Cow Ties 

Porch Swing 
Chains 

Dog Leads and 
Chains 

Pamp Chain 

Register Chains 


i a HALTER CHAINS are favorites with 


those farmers who love good horse flesh. 
They are available in three types—Hodell, Bull- 
dog, or Samson, in two lengths—4¥% and 6 feet 
respectively. They have rings, toggles, and swivel 
snaps, and are packed either half dozen or full 
dozen in a strong carton with easily read label. 


Chains do not rot or fray. They are a staple 
item and should always be on display. Look 
over your stock now and order what you need 
from your jobber—if he does not handle the 
Hodell line write us direct. 


“SS CHAN) PROVVETS £9 
COOPER AVE. AND PENNA. R.R. « CLEVELAND, O. 
Established 1886 


Manufacturers of 
Hodell Sash Chain 
Hodell Tire Chains 
Hodell Servistation 
Hodell Chain 
Units 
Hodell Tire Lock 
Chains 
Hodell Tow Chains 


Halter Chains 
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REGULAR 
BALLOON 


> HEAVY DUTY 





BALLOON 
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HEAVY DUTY- 
| FOR TRUCKS AND 
EXTRA HARD oT \ 
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ROL OL Pd 2) DW hi hb ed 2 
DISTRIBUTORS WANTED ALL OVER THE WORLD ~WRITE US. 











OHYAPLEIGH 


HEAVY DUTY |g cli) FULLY 
TUBES (Qe) GUARANTEED 


























